Run No Rabbits! 


USINESS is a simple process. If you buy low 
B and sell high everything is jake. But if you 
buy high and sell low the sheriff smiles and Satan 
sharpens up his spear. 

The rule is easy. Anybody can remember it. 
Yet a lot of wholesalers’ salesmen seem to know 
less about it than a dog does of his father. They 
can tell you the price the boss says they must get. 
But when it comes to the cost of the goods and the 
cost of selling them, they are completely uninformed. 
Yet these things determine profit—no less than sell- 
ing price. 

So this noble army of chronic optimists keeps 
rambling ceaselessly around these Benighted States 
just bushwhacking for orders. And not one per- 
cent of them have any accurate knowledge of where 
their real earning power lies—who to sell—what 
they should push. 

Now a good bird dog won’t run rabbits. He 
would enjoy it, but he has his training and he 
leaves them to the beagles. And what the elec- 
trical wholesalers of this country need is more bird 
dogs. But they will never have them till they 
train them. For you can’t expect any man to do 
intelligent selective selling unless he factually 
knows which lines and just what customers pay 
best and why small orders drain the till and cer- 
tain territories are unprofitable. 
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Because of this, the cost study now practically 
completed by the National Electrical Whole- 
salers’ Association is of vital importance to its 
members. The committee headed by J. G. 
Johanessen, has made a contribution that every 
electrical wholesaler should eagerly acclaim and 
immediately put to work. For it adds greatly to 
the cost knowledge of each house and therefore 
to its ability to govern itself under the economic 
law—and to prosper. It may be made a big step 
forward in this business. 


B uT facts are tools. They make no magic. They 

provide no automatic nourishment, no substi- 
tute for brains. They are useful only when skillfully 
applied. The company that makes the most out of 
these new cost statistics will be the one that goes 
deep into self-analysis and finds out what to do. 
And the thing to do, of course, stands forth as plain 
as a red barn on a snowy hillside—We Must Face 
These Facts! 

But it is not enough for the management alone 
to know the facts and what they mean. ‘The men 
out on the selling line must also hear and heed. 
For unless this new knowledge is reflected in your 
own sales control, you get no good of it. It must 
be carried through until it shows your own men 
clearly what customers to sell, what lines to push. 
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TYPE C SWITCHES 


Carrying Underwriters’ “T” Rating 


10—20—30 Ampere sizes:—a linecom- _ Bakelite enclosed bases make dust-and 
plete for all Type C lamp loads; more __ dirt-proof switches. Mechanically and 
than adequate to handle the smash- _ electrically engineered for LONG LIFE 


ing current-surge of Type C lamps. under tremendous initial overloads. 


Sop THROUGH youR | A\ Fo GNAr BLE CTR 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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Fairchild 


VW polesalens 
FACK THE ISSUE! 


Are manufacturers to be your partners 


or your competitors? 


By JOHN H. FREDERICK 


F a long time I have been 
watching an unfortunate condi- 
tion developing in the electrical in- 
dustry. It is now undermining the 
foundations of electrical wholesaling. 
The time has come to look it squarely 
in the face. 

Some fifteen or twenty years ago, 
an electrical wholesaler had a substan- 
tial investment in merchandise and 
maintained a warehouse, an inside and 
outside sales organization and a de- 
livery system and published a catalog. 
In order to be recognized as a full- 
fledged wholesaler he had to prove his 
ability to do a constructive selling job 
on an ethical basis. Then certain 
things began to happen. 

Homes, offices, stores and factories, 
some years ago, began to modernize 
and there came a definite demand for 
style selection in lighting fixtures. But 
the wholesalers, with some exceptions, 
failed to recognize the fact that fix- 
tures were electrical supplies, and 


blandly told the electrical contractors 
that they would sell them everything 
up to the outlet box, but not the 
fixtures. 

The little gas-mantel man around 
the corner took advantage of the op- 
portunity thus offered him and went 
into the fixture business. Then he 
naturally took on other electrical sup- 
plies needed by his contractor custom- 
ers, Little by little these newcomers, 
who began by buying electrical sup- 
plies for cash on a cost-plus basis, 
were able to build up their volume to 
such a point that some old-line manu- 
facturers, pressed by competition, gave 
them the wholesale discount and made 
them distributors. Things went along 
without much concern on the part of 
the old-line wholesalers because, in 
those days, the total volume was so 
great that everyone made money. 
There was room enough for all. 

Meanwhile, new manufacturers of 
electrical products developed right un- 
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DILUTED DISTRIBUTION 


A. Manufacturers’ Spot Stocks 

B. Legitimate Wholesaler 

C. Curbstone “Wholesaler” 

D. Direct Selling Manufacturers’ 
Salesmen 


der the noses of the old-line manufac- 
turers, who were so busy they could 
hardly fill their orders in these pros- 
perous times. No one seemed to know 
much about these new manufacturers. 
They did little of a constructive na- 
ture. They simply took advantage of 
a situation created by the old-line 
manufacturers who, with a mistaken 
idea of their strength, kept prices con- 
siderably above the true value. They 
hoped that through their association 
membership, pooling of patents and 
price agreements, they could continue 
to do so. Also the old-line companies 
did not realize that there were some 
very smart operators among this new 
group of manufacturers. 

The independent manufacturers 
recognized the situation and built up 
their business by finding a way to beat 
the patents. Instead of maintaining 
elaborate engineering and research de- 
partments, and incurring enormous 
overhead, they let the old-timers do 
the development and _ engineering 
work. They copied the products 
turned out, sometimes even improving 
on them, and sold them at prices 
nearer their true worth. This was 
unethical, perhaps, but we all know 
it was done. 

When the depression came in 1929, 
everybody was hungry for business. 
The first thing some of the old-line 
manufacturers did then was to recog- 
nize wholesalers whom they would not 
sell before. The newer manufacturers 
straightway lost some of their whole- 
sale outlets, because the latter were 
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glad to have the chance to take on the 
quality products of the old-line pro- 
ducers, So to regain volume the inde- 
pendents either sold direct or gave 
wholesale discounts to contractors, 
dealers, hardware stores or chain 
stores, thus building up additional 
competition for the old-time electrical 
wholesalers. 

Each manufacturer wanted to get 
more than his fair share of a much 
depleted market. So warehouse stocks 
were established in practically every 
_market area or city of any size, be- 
cause wholesalers of all types were 
buying in smaller and smaller quan- 
tities, thus passing stock carrying back 
to the manufacturer. These spot stocks 
were originally intended to take care 
of special items and sizes not regularly 


carried by wholesalers. But in this. 


scramble to get business, the stocks in 
warehouses very shortly consisted of 
staple items and delivery was made to 
the wholesaler’s warehouse or direct 
to his customers. 

All this extra storage and delivery 
service was performed by the manu- 
facturers for the same price the 
wholesaler would have paid f.o.b. fac- 
tory. 

And when the manufacturers’ 
local representatives thought they 
could get away with it, they made 
direct sales from the warehoused 
stocks, eliminating the wholesaler, 
and pocketing the difference or even 
passing it on to the purchaser—all 
this in the name of volume. 


Too Many Wholesalers 


This led gradually to the con- 
dition which now exists in every 
metropolitan area. Anyone, with or 
without capital, can enter the elec- 
trical wholesaling business. All a 
man needs to do is to get some or- 
ders, pick up from a manufacturer’s 
local stock, make shipment or deliv- 
ery, and do the billing and collection. 
“And why should I invest in a stock 
of merchandise”, he says, “when I can 
pick it up at a warehouse at the same 
price as f.o.b. factory ?” 

In one metropolitan area, for ex- 
ample, there are 307 firms selling 
electrical products and supplies at 
wholesale. Of these, 145 are whole- 
salers from the point of view of the 
definition recognized by the trade, or 
are so firmly established that they 
must be recognized by any manufac- 
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turer wanting distribution. The 162 
other firms are buying as such but by 
no stretch of the imagination can be 
considered as wholesalers. 

So manufacturers today are con- 
cerned over the increasing tendency 
for electrical wholesalers to buy in 
very small quantities, and at the same 
time to expect the regular wholesale 
discount. Other wholesalers are not 
doing the selling job they did five or 
ten years ago. They merely take or- 
ders and leave the creation of demand 
to the manufacturers. And these man- 
ufacturers wonder just what services 





THE PLATFORM 


|. Manufacturers’ discounts 
to bona fide wholesalers 
only. 


2. Fewer wholesalers for each 
line in a territory. 


Increased wholesaler stocks 
—manufacturer spot-stocks 
eliminated. 


4. Market development by 
manufacturers. 


w 
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5. More creative selling by 
wholesalers. 











they are buying with the wholesale 
discount. 

Manufacturers are receiving orders 
from wholesalers in units of 1/12th 
dozen, and as if that were not bad 
enough, the same wholesaler will 
sometimes send in three or four 
1/12th dozen orders in the same 
mail, with instructions that delivery 
should be made to his customers. Of 
course, it costs these manufacturers 
just as much to fill small orders as 
large ones. 

The reason why these wholesalers 
are not doing a real selling job for 
some manufacturers is clear. Distri- 
bution has been diluted to such a point 
that it means nothing to be a distrub- 
utor, even for well-known and trade- 
marked lines. For example, here 
was the situation for one large trad- 
ing area recently studied: 

Manufacturer A had 107 distribu- 
tors, 20 not considered to be wholesal- 
ers by the trade. 

Manufacturer B had 86 distribu- 
tors, 12 not considered to be whole- 
salers by the trade. 


How was it possible with so many 
wholesalers competing in this field to 
expect more than an order-taking job 
from them? Yet these manufactur- 
ers complained: 

A said: As far as our business 
contacts are concerned, wholesalers 
are not doing the job of selling which 
they did five or ten years ago. For 
the most part, they are merely taking 
orders, and not infrequently this is 
limited to those orders which come in 
over the telephone”. 

B said: “There is a great reluc- 
tance on the part of the wholesaler to 
invest in a stock of merchandise. If 
he does invest in a stock he leans 
heavily on the manufacturer to help 
him sell it. He is also insistent in 
his attempts to get the maximum 
quantity discounts on stock replace- 
ments, regardless of the size of the 
replacement order.” 


Is There A Remedy? 


After studying these deplorable 
conditions from both the side of the 
manufacturer and of the wholesaler, 
for years, I am convinced of this: 
(1) Until manufacturers stop selling 
to those who are not wholesalers in 
the strictest sense of the word; (2) 
until manufacturers eliminate deliver- 
ies from warehoused stock at f.o.b. 
factory prices; (3) until they fire sales 
representatives who do not stick to 
ethical distribution practices, (4) and 
until they limit wholesalers in any 
market area to a reasonable number— 
conditions will not improve. 

Also, I am convinced that, with 
few exceptions, manufacturers will 
not do these things themselves be- 
cause, unfortunately, they do not play 
the game with each other. Many a 
manufacturer has told me that he 
would gladly do away with his ware- 
housed stocks in New York, Chi- 
cago, or Boston, but that he has to 
keep them there on account of com- 
petition. 

It needs the pressure of the buy- 
ing and selling power of the whole- 
salers to bring the manufacturers into 
line. For the wholesalers offer the 
channel through which manufactur- 
ers may serve many customers more 
economically than they can be served 
in any other way. 

As it now stands, each manufac- 
turer is afraid to lose even the small- 
est order. No one seems satisfied to 

(Continued on page 40) 
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The Chairman's 


Address 


Selected paragraphs from Mr. Latham’s review of 
association activities and industry developments. 


Oss May we have witnessed a 
slightly less active demand for 
electrical products. Prices and de- 
mand seemed to reach their peak last 
Spring. The current recession appears 
on the best authority to be nothing 
more than a brief let-down. Con- 
ditions are bound to improve and good 
business is expected for the Fall and 
Winter of 1938 with some improve- 
ment looked for before then. 

It is true that the present recession 
has undermined confidence to some 
extent but it is an interruption, not a 
termination of the recovery trend. The 
big question is where to look for a new 
stimulus in this present period of con- 
solidation of gains in which commod- 
ity prices will undoubtedly reach a 
more stable level. 

Business men are coming to pretty 
generally realize that the stock market 
decline is not a true barometer of 
business for the future. Certainly 
commodity prices have not followed the 
downward trend of the past few 
months to the same extent as stocks. 

From the standpoint of the electrical 
wholesaler the most disturbing thing 
is the decline in building activity. 
Prices of building materials have de- 
clined and rents are up so there is no 
doubt building will start again. 

Wage levels will remain at present 


levels or increase, farm returns are 

excellent, there is a steady consumer 

demand making for a good 1938 busi- 

ness. 

Favorable factors in the present situa- 
tion are: 

1. There is still an 
demand for capital goods. 

2. There is a good income from the 
sale of agricultural products—farming 
regions feel the effect first and later 
the producers of goods that farmers 
buy. 

3. Industrial purchasing power is 
still strong. 

4. There is a distinct governmental 
program leading toward easy money. 

5. Commodity prices are lower than 
in the Spring. 

Unfavorable conditions at present are: 

1. The international situation which 
will affect our foreign trade. 

2. The failure of the building in- 
dustry to respond. 

3. Taxes—new and old. 

4. Wages and labor situations in- 
creasing costs of doing business. 

5. New financing difficulties due to 
stock market situations. 

6. High retail prices. 

The past six months have consoli- 
dated our gains in the major recovery 
trend. The near future does not show 
a reversal. 


accumulated 





|. Final Checking. E. Donald Tolles, NEWA, Les Latham, E. B. Latham Electric, 


N. Y. C. and Al Byers, NEWA. 


2. From The East came Les Wheeler of Trumbull, N. Y. C. and C. McKew Parr, 


Parr Electric, Brooklyn. 


3. After A Session. C. O. Brandel, Nela Park, C. E. Mason, Novelty Elec., Phila., 


Henry Baitinger, Baitinger Elec., N. Y. C. 


McCullough Elec., Pittsburgh. 


and C. H. McCullough, W. T. 


Detroiters. D. L. Fife, Fife Electric and H. C. Clarke, Crescent Electric. 


5. “As I Was Saying—” Clarence Peck, Charleston (W. Va.) Elec’l. Supply and 


Jack Spangler of National Carbon. 


6. Midwesterners. 


Don Kazar, Kiefer Electric, Peoria, III. 


and George Butler, 


George Butler Elec. Sales Co., Chicago. 
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LEGISLATION 


Selections from Dana T. Ackerly’s address on 
“The Electrical Wholesaler’s Position From the 
Standpoint of Recent and Impending Legislation.” 


HE topic, “The Electrical Whole- 
2 ae Position from the Stand- 
point of Recent and Impending Legis- 
lation,” was not an easy one to discuss. 
Certainly not from the standpoint of 
what may be impending. There were, 
however, certain important happenings 
in the national legislative field since the 
Hot Springs meeting discussed by Mr. 
Ackerly. The first of these was the 
passage of the Miller-Tydings Act. 
The protection afforded wholesalers 
and other merchants by this act had 
been urged for over twenty years. 
There was the Kelly-Stevens Bill of 
1916 which failed of passage, not only 
once, but time after time. Now over 
forty states and Congress have adopted 
its principles under which, a manu- 
facturer or merchant selling identified 
merchandise, can contract with a buyer 
not to sell this same merchandise at 
less than the advertised price. Some- 
thing worth noting in connection with 
the present law on price maintenance 
is that a competitor can not cut a price 
even though he does not have a con- 
tract with a wholesaler or manu- 
facturer, provided he knows that some 
such price maintenance arrangement 
has been made with someone in his 
state. 
It is also vital for every merchant 


maintenance, that the contracts for 
same are only valid when voluntarily 
entered into by manufacturers. Groups 
of wholesalers or retailers can not 
legally get together to force such con- 
tracts on manufacturers. Many states 
also have unfair practices acts to-day 
to do away with other disturbing com- 
petitive practices. 

There have also been some develop- 
ments in connection with the Robinson- 
Patman Act of importance to whole- 
salers. The Federal Trade Commis- 
sion has issued an order against the 
Biddle Purchasing Company finding 
them an agent of the buyers and not 
of the sellers. The commission has 
also dismissed 63 complaints out of 
the 201 cases investigated under the 
Act. These cases have been dismissed 
for various reasons among which are: 

1. Transactions found not to be in 
interstate commerce. 

2. Transactions took place before 
the passage of the Act. 

3. Discounts and _ discriminations 
justified by reason of the quantity in- 
volved as well as the costs of selling 
such quantity. 

4. Selling below cost is not pro- 
hibited provided same price to all. 

5. A manufacturer is not required 
to give discounts. 





to know, in connection with price The Undistributed Earnings Tax is 
(Continued on page 48) 
G. E.’rs. A. E. Newman, General Electric Co. and J. L. Busey, General Elec- 


tric Supply Corporation. 


In Cleveland were T. C. Treadway of Treadway Electric, Little Rock, Ark. 


and Sam Kaplan of Belasco Electric, Chicago. 


In the background can be 


seen David Aitken of the George Worthington Co., Cleveland and George 


Steiner, Steiner Electric, Chicago. 


Well Known are A. I. Appleton of Appleton Electric, Chicago, and Jack Sadler 


of Commonwealth Edison, Chicago. 


From Michigan came Mrs. L. S. Klose, L. R. Klose Electric, Kalamazoo, and 
H. C. Clarke, Crescent Electric, Detroit. 


Milwaukee-Chicago. Henry Czech, Wesco, Milwaukee; Felix Van Cleef, Van 
Creef Bros. and A. R. Johnson, Sola Electric 


About To Enter the meeting were Otto Frankenbush, Hawkins Electric, 
Chicago, and Jerry Morrow, Curtis Lighting, Chicago. 
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Some Social and Economic Aspects 
of the Electrical Industry 


Selections from the address of George 
E. Whitwell, Vice President in Charge 
of Sales, Philadelphia Electric Company. 


N speaking on “Some Social and 

Economic Aspects of the Electrical 
Industry,” Mr. Whitewell pointed out 
that expanded production, as well as 
better standards of living results from 
new products and methods of doing 
business. Interwoven with new prod- 
ucts we have invention, technique, and 
selective selling. 

An increase in the’ volume and 
velocity. of trade depends on: Ex- 
panded production, new products, and 
new uses. Prices could stay at present 
levels or go down when all three work 
together. Higher standards of living 
should follow greater production. 

Some examples were given from 
the experiences of the Philadelphia 
Electric Company in the use of select- 
ive selling in a _ restricted market 
making for better standards of living. 
The first was the campaign to build 
up the expanded use of light and the 
stressing of the definite relation be- 
tween light and sight. The develop- 
ment of adequate portable lamps, since 
1932, as well as other lamps based on 
better light and better sight have built 
up a new industry. 

Ranges and water heaters are 
another example where intensive 
selective selling paid. Forty thousand 
of these major appliances have been 
sold in Philadelphia in the last few 


years. Social implications here all 
point to a higher standard of living. 

With the increased use of major 
and minor appliances the Philadelphia 
Electric Company has been able to 
reduce its rates so that now the elec- 
tricity per person used in a family of 
four amounts to but 24¢ per day. con- 
sumers are using 40 per cent more 
electricity with the total cost for the 
service amounting to but little more 
than what they paid for much less cur- 
rent Six years ago. 

Refrigerators offer another outstand- 
ing example of the humanitarian re- 
sult of intensive selling. Courageous 
selling in the Philadelphia area ac- 
counted for sales of $11,000,000 worth 
of refrigerators over a recent period. 
Wholesalers, retailers and manufact- 
urers all shared in this business which 
resulted in a marked betterment in 
the standard of living of purchasers. 
They were able to buy a better box 
than they could some years ago and 
operate it for less than previously, as 
much as $12 to $15 less per year. 

Air conditioning is a further ex- 
ample. Practically unknown five or 
six years ago except in certain indus- 
tries there are now enough installa- 
tions in Philadelphia to yield one-half 
million dollars to the utility for the 

(Continued on page 48) 








Chatting were Len Marschall of Sola Electric Co., Chicago, and E. J. Schulen- 
burg of Sangamo Electric. 


These Gents are Arnold H. Friend, M. B. Austin Co., J. B. Carson, Kingsport 
(Tenn.) Elec. and Don Kazar, Kiefer Electric, Peoria, Ill. 


By A Pillar are H. H. Tully of Doubleday Hill Elec., Pittsburgh, and D. G. 
Phelps of Colt’s Patent Fire Arms. 


Here’s The Watch. George Steiner of Steiner Electric, Chicago, is about to 
show his watch to Jerry Morrow of Curtis Lighting. George is justly proud 
for it was presented to him by his employees. 


Fellow Townsmen are R. L. Knopp, Capitol Electric, Lansing, Mich. and 
Claude L. Smith, Michigan Brass & Electric. 


One Serious. Harry Anschuetz, Triangle, Phila., Lou Hull, Square D, Detroit 
and Ed Coyle, Colonial Electric, Phila. 
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19. 
20. 


21. 


22. 


23. 


24. 





ommittee Reports 


Brief summaries of reports presented to the 


convention by the commodity committees, 


following conferences with manufacturers. 


Apparatus and Control 
Kerr Parker, Chairman 


Since wholesalers are becoming 
more important in the sale of these 
commodities, manufacturers should 
make greater use of wholesaler sales 
forces and stocks in _ distribution. 
Manufacturers could do much to make 
wholesalers more sales minded on 
these products. It was recommended 
that manufacturers alter list prices 
rather than change discounts when 
changes were necessary and that pro- 
tection orders not exceed 30 days. 


Lamp Committee 
I. R. Eiseman, Chairman 


It was reported that the manufac- 
turers had done everything promised 
at the meeting last May. B agents 
were in a position to make greater 
profits through the meeting of the 
committee’s intentions on discounts 
and gross margins. 


Conduit Fittings and Outlet 
Boxes 
J. H. Gleason, Chairman 


It was recommended that manu- 
facturers place all fittings including 
outlet boxes on a two step base with 
net prices instead of discounts in 
order to save accounting and operat- 
ing expenses. 


Same Firm. 


Armored Conductor 
H. D. Roseth, Chairman 


Advancing prices during the last 
eight months caused pyramiding of 
orders by wholesalers. Manufactur- 
ers were unable to fill these orders 
so deliveries were often delayed and 
made at a lower cost than the pre- 
vailing manufacturer list price at the 
time. Wholesalers became overstocked 
and sold on the basis of first cost rather 
than replacement cost. To overcome 
such a situation and prevent a re- 
occurrence it was recommended that 
when it becomes necessary for a 
manufacturer to advance his prices he 
do so in small steps. There would 
thus be less temptation to place ad- 
vance orders on the part of the whole- 


saler. Also recommended that: (1) 
Manufacturers provide resale price 
sheets. (2) Eliminate consigned 
stocks. Wholesalers were warned to 


select their suppliers with care on 
account of the amount of sub-standard 
material being offered. 


Small Socket Appliances 


W. J. Kranzer, Chairman 


It was recommended that manu- 
facturers avail themselves of the 
Miller-Tydings Act or State Price 
Maintenance laws to protect their 
trade-marked articles in this group 
from price cutting. 


Fred Eiseman and Van N. Marker of Revere Electric, Chicago. 


“Now Then—” R. D. Mackenzie, Youngstown Sheet & Tube, H. O. Smith, 
Hardware & Supply, Akron, and W. J. Griffiths, Westinghouse Lamps. 


A Short Rest for R. H. Whitford and F. E. Webb of Requa Electric, Rochester, 
BM. xs 


Manufacturers. J. Parker, J. 


H. Parker Porcelain Co., J. H. Parker, J. H. 


Parker Porcelain Co. and H. F. Bussman, Bussman Mfg. Co. 


Two And One. 


Virden Co., and B. F. Clark, 


Nathan Newman, West Phila. Elec., Jack Justice, John C. 
Paranite, 


Phila. 


At The Open Meeting. Harry Roseth, Co-Op. Electric, Chicago, and Don 


Kazar, Kieter Electric, Peoria, III. 
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Fan Motors 
C. W. Johnson, Chairman 


The committee discussed the com- 
parative advantages of consigned 
stocks as against outright sales to 
distributors and the matter of dis- 
tributors’ advertising and the supply- 
ing of advertising material by the 
manufacturers. Since these are sea- 
sonal products the higher costs of 
handling should be reflected in dis- 
counts granted by manufacturers. 


Wiring Devices 
W. F. Perry, Chairman 


The following recommendations 
were made: (1) The adoption by 
manufacturers of a two step method 
of pricing and billing based on stand- 
ard packages and less-than-standard 
packages. (2) The quotation of net 
prices rather than discounts from list. 
(3) The adoption of universal and 
standardized catalog numbers by 
manufacturers. (4) That manufac- 
turers adopt some standard practice 
covering sales made to other manu- 
facturers for resale. 


Conduit 
D. L. Fife, Chairman 


The committee reported no definite 
progress on the production of white 
rather than black conduit. It was 
recommended that the sales agency 
plan of the manufacturers be given 
the hearty support of wholesalers and 
that this plan be extended to thin wall 
conduit in the near future. 


Batteries and Flashlights 
H. C. Calahan, Chairman 


It was recommended that manu- 
facturers be urged to simplify and 
standardize their lines by reducing 
the numbers of flashlight cases and 
batteries. 


(Additional Convention Pictures on Pages 16 and 52) 


25. A Word Was Caught. 
of Electrical Wholesaling. 


26. What’s On The Program? 


27, Chicagoans. 


28. Lighting Men. W. M. Goodrich of Goodrich Electric and W. G. Sawyer of 


the John C. Virden Co. 


29. NEWA Conventions wouldn’t be right unless Managing Director E. Donald 


Tolles was on hand. 
30. Yes Sir. 


31. Presenting A. E. Loeb, Loeb 


Bennett, Chicago. 
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Murray Whitfield, Appleton Electric and Glenn Sutton 
W. L. Muir of Nelson Electric Supply, Oklahoma 
City and Gordon Lewis, Jenkins Bros. 


Jack Rowland, Chicago Electrical News and A. J. McGivern 
of the Chicago Electrical Wholesalers Association. 


C. J. Matthews, Matthews Electric, Birmingham. 


Electric, 


Industrial and Commercial 
Lighting 


W. Williamson, Chairman 





Wholesalers are specializing in 
these products and are carrying 
broader stocks. The handling of trial 
installations was considered as_ it 
causes increased selling expense. 
Wholesalers should be prepared to 
take advantage of various Light Con- 
ditioning and Adequate Wiring cam- 
paigns. As a rule the wholesalers 
have demonstrated their cooperative 
ability to the utilities in connection 
with various campaigns for better 
lighting, but some wholesalers still ap- 
pear to be indifferent. These whole- 
salers should cooperate or run the risk 
of being eliminated by manufacturers 
from consideration in connection with 
such activities. It is still up to the 
wholesaler to sell the importance of 
his activities in connection with 
these campaigns largely sponsored by 
utilities. 


Wires and Cable 
H. B. Tompkins, Chairman 


It was recommended that: (1) 
Wholesalers receive a compensation 
of 5 per cent on direct shipments to 
partly repay him for his services. (2) 
Manufacturers price advances be made 
by changing list prices rather than 
by shortening discounts. (3) Whole- 
salers be compensated for their actual 
costs in handling reels. 





Residential Lighting Fixtures 
J. I. Bogdan, Chairman 


It was pointed out that: (1) The 
present margin is insufficient to cover 
the wholesaler’s necessary expenses, 
because a considerable proportion of 
residential lighting fixtures are sold 
by him for the contractor-dealers. (2) 
Specialists should be put in charge 
of the wholesaler’s fixture department. 


(Continued on page 48) 













Columbus and Earl Nelson, I. A. 
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Wesco’s Cleveland salesmen, supported by the 
power sales engineers of the local utility, 


follow through on a _ three-way program 








PROMOTES INDUSTRIAL WIRING 





A CASE EXAMPLE 


of how a wide-awake electrical whole- 
saler got behind the merchandising 
program of one of his supplying 
manufacturers, enlisted the active 
support of the local utility, developed 
new business from his old accounts, 
added new accounts, and built brand 
preference for one of his major lines. 











HEN James Sidway, Cleve- 

land sales manager for the 
Westinghouse Electric Supply Co., 
got the dope on Anaconda’s ambi- 
tious program to develop the mar- 
ket for industrial wiring, he let no 
grass grow under his feet. Here 
was a hand tailored sales tool laid 
before him on a platter; here was a 
message that his salesmen could 
carry to every maintenance man 
and plant engineer in the Cleveland 
area. 

So Sid went into a huddle with 
H. E. Prescott, Anaconda’s Cleve- 
land manager, and soon they had a 
plan of action worked out, which 
they presented to Vice-President 
Gillie of the Cleveland Electric II- 


luminating Co. In Cleveland, as in 
every other industrial city, there are 
hundreds of buildings where needed 
electrical equipment cannot be in- 
stalled because of inadequate circuit 
capacities. 

Mr. Gillie saw an opportunity to 
break the bottleneck, so the entire 
resources of the power sales de- 
partment were placed behind this 
program of a single wholesaler and 
a single manufacturer. 

Under the supervision of R. E. 
Mausk, 1250 names were selected 
from the utility’s industrial mailing 
list. A series of six letters, with 
postcards enclosed, went out to this 
list. Numbers 2 and 3 were on 
Wesco’s letterhead, the others on 
Anaconda stationery. It is signifi- 
cant to note that the wholesaler’s 
letters brought an average of 145 
replies each, as against only 42 for 
those sent by the manufacturer. The 
second letter of the series brought 
179 replies, or 14.3 per cent. 

Between letters one and two, a 
joint meeting of the Electric League 
and the local maintenance engineers 
group was held. One of the 
League’s largest meetings, it 
brought out an attendance of 315. 
Visual demonstrations showed how 
under-voltage, due to overloaded 
circuits, affected both lamps and 
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motors, while factory engineers 
showed, on charts, the cost of kilo- 
watt-hours that were paid for but 
not delivered. 

Every reply was followed up by 
personal calls from both a power 
company salesman and a Wesco 
salesman. Each worked independ- 
ently of the other, since each ap- 
proached the prospect from a differ- 
ent angle. 

Sidway held weekly sales meet- 
ings of his industrial salesmen 
throughout the campaign. Every 
Saturday, each man received from 
10 to 15 per cent of the postcard 
replies, reporting the results of his 
calls the following week and receiv- 
ing another batch of cards. 

Over the period of this activity, 
Wesco’s sales of wire showed an 
increase over the same weeks of last 
year that was 75 per cent greater 
than the average gain of all of 
Anaconda’s distributors. New ac- 
counts were added, solely because 
of the campaign, at least two size- 
able lighting jobs were sold, and a 
definite brand preference was es- 
tablished in many industrial plants. 
All these are but the preliminary re- 
sults. It will be several months, 
before the full effects of the pro- 
gram can be felt by Anaconda, 
Wesco or the power company. 
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32. And A Pipe. J. C. Ingram of Bussman, Walter Bieringer, Plymouth Rubber 
and George Delany of -Bussman. 


33. Introducing Lawrence Mangione, West Town Elec. & get. Co., Chicago, 
H. M. Hemphill, Hemphill & Co., Detroit, Frank R. Dolan, Paranite, Chicago, 
and Ben Clark, Paranite, Philadelphia. 


34. Cable And Conduit. Julian Hawkes, Triangle, E. L. Wyman, Clayton Mark 
and L. R. Quinn of Enameled Metals. 


35. “This Guy?” Dan Hogan, American Automatic Elec. Sales, Cleveland and 
Steve Martin with the Chicago office of the same firm. 


36, All’s Well for Les Morrow, Plymouth Rubber, Bill Ring, Electrical Wholesal- 
ing and Jess Mitchell of Bulldog. 


37. The Pointing Hand. C. W. Higbee of U. S. Rubber. 
38. West Virginian. J. E. Rehm of Sands Electric, Wheeling. 
39. A Big Grin from Charles Pyle of Hygrade Sylvania. 


40. The Hatted Gentlemen are Blair Chamberlin of Cutler-Hammer, Detroit, and 
A. R. Johnson, Cuttler-Hammer, Milwaukee. 


41. Conduit Men. George Holly, Youngstown Sheet & Tube and Arthur Purnell 
of the same firm. 


More 
Convention Shots 
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60 Amp. Service : \ | 
at Practically | \ 
30 Amp. Cost! 


with the New Cutler-Hammer Bulletin 


4334H17 FUSELESS _—— | 


MAIN SWITCH 











Perfectly Timed to gear in with the new 1937 N.E.C., 
Bull. 4334H17 is the greatest single contribution to 
service switch design and to improved wiring standards. 
This advanced type switch has the following outstand- 
ing features: No main fuses; unconcealed toggle 
switch operated from outside the case; silver-to-silver 
contacts; compact design, universal mounting, all in- 
stallation and service operations from the front per- 
mitting gang mounting; modern styling; mar proof 
finish; etc.; ete.; etc. Feature and push Bull. 4334H17 
for lower costs, greater sales, decreased servicing, 
tremendous customer satisfaction. CUTLER-HAMMER, 
Inc., Pioneer Manufacturers of Electric Control Apparatus, 
1327 St. Paul Ave., Milwaukee, Wis. 
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MEN 


YOU SHOULD KNOW 





His Customers Are His Friends 


*x H. L. Jackson 


President, Economy Electric Supply Co., Atlanta, Ga. 


NTERING the wholesale field by the wireman-contractor 
route, H. L. Jackson knows each customer and takes an 
active part in local industry affairs 


Tae career of H. L. Jackson, from 
water boy with a line gang, to 
one of the leading electrical whole- 
salers of the Southeast, is not without 
a tang of romance. As “Jack” him- 
self admits, he has had plenty of bat- 
tles and plenty of fun since that day, 
back in 1907, when he tackled his 
first job in his home town of Sanders- 
ville, Ga. \ 

The power company was wiring the 
town, and it wasn’t long before Jack- 
son quit toting water and began work- 
ing with the tools of a wireman. Four 
years later, in 1911, he migrated to 
Atlanta, took the rigid city examina- 
tions, and was qualified to do business 
as an electrical contractor in that city. 
However, he did not immediately 
hang out his own shingle, but re- 
mained until after the war with the 
Georgia Power Co., doing mostly 
high tension work. During this period 
he installed, on the power company’s 
East Point line, the first 60 cycle 
rotary converter built by the General 
Electric Co. 

In 1922 “Jack” finally left Georgia 
Power and started in business for 
himself. For four years he was suc- 
cessful as an electrical contractor, 
handling a number of large jobs and 
doing considerable house wiring. One 
of his contracts covered 60 houses, in- 
cluding fixture and range wiring. 

And here is where the touch of 
romance creeps into Jackson’s career. 
One day, with the large sum of $1.35 
in his jeans, he conceived the idea 
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of becoming a wholesaler. He knew 
personally most of Atlanta’s curb- 
stoners, and he knew they bought 
mostly in broken package quantities. 
Also, as a contractor, his credit was 
good with local wholesalers. 

Why, “Jack” asked himself, can’t 
I buy from the wholesalers in stand- 
ard package quantities and resell to 
my curbstoner friends in broken pack- 
age quantities, for cash, at slightly 
less than they are paying the whole- 
saler and make money for myself? 
So in 1926 he started out, and the 
first day his sales totaled $189. Of 
course this semi-jobber set-up couldn’t 
continue because, sooner or later, the 
local wholesalers were bound to close 
down on him. 

So, Jackson started out after lines 
of his own. Lines were harder to get 
in those days and it was a long, 
tough battle. First, he secured a 
switch line and, as his business grew, 
he gradually added more lines. As 
a result, when the local wholesalers 
finally decided they no longer wanted 
him as a customer, he was no longer 
a semi-jobber but a full-fledged whole- 
saler, himself. 


yes three years from 1926 to 1929 
were good years and when the de- 
pression came, the Economy Electric 
Supply had established itself on a firm 
basis. In that year (1929) M. B. 
Evans, formerly with the Carter Elec- 
tric Co., joined the organization as 


secretary and treasurer. Since that 
time the company has made money 
every year except 1932, when the 
books showed a loss due to write-offs 
of receivables, most of which were 
later collected. 

On July 1, 1936, J. J. Perry, for- 
merly with General Electric Supply 
Corp., joined the organization as 
vice-president in charge of sales. 

Today the firm employs 22 persons 
and travels six salesmen, including a 
lamp and fixture specialist. Jackson’s 
business is very largely with con- 
tractors, with whom he has _ spent 
years in building up personal friend- 
ships. He knows their wives and 
families. When he goes out into the 
territory, he rarely sleeps or eats at 
a hotel, for his customers insist that 
he be their guest. 

About 100 of his larger accounts 
are supplied with complete price 
books, while some 300 smaller ac- 
counts are given condensed books, all 
in special “Economy” binders, and 
his salesmen see that these books are 
kept up to date. 


— time to time his customers 
receive useful advertising noveli- 
ties, such as pocket knives. A year or 
so ago the wife of each contractor was 
sent a pair of excellent spring-tension 
shears, with the “Economy” name on 
the blade. The cleverest of all, how- 
ever, was a twin-deck of playing 
cards, with plain backs, but with four 
poses of “Jack,” himself, on the four 
jacks of each deck. 

“Jack’s” hobby is fishing—the real 
deep sea variety. When called on for 
this interview, he had just returned 
from the waters off West Palm Beach 
with a 7 ft. 9 in. sailfish, which he 
brought in after a 45 minute battle, 
besides two smaller sailfish and some 
90 kingfish. 

“Jack” was honored by his com- 
petitors with the presidency of the 
former Southeastern Electrical Whole- 
salers Association, and is now presi- 
dent of the Electrical Wholesalers 
Club of Atlanta. 





THIS IS NUMBER 189 IN 
OUR SERIES OF PROMINENT 
WHOLESALERS 
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H. :.. Jackson, President, Economy Electric Supply Co., Atlanta, Ga. 


November 1937 — ELECTRICAL WHOLESALING 














Help Em 
SELL, 
suggests R.R. Alderdyce 


an \ Vis have learned that suggesting to some contractors 
how to sell better wiring doesn’t always work. It’s 
a better idea to jump in the car and drive out with them on 


actual calls. 


A few such sales interviews and the contractor 


realizes that adequate wiring can be sold. 


“In our territory, and I guess it’s 
true of other towns, the average con- 
tractor began as a helper and is pri- 
marily a mechanic, not a salesman. 
Many of our contractors admitted they 
were unable to increase wiring jobs, so 
we decided to offer them assistance 
whenever they thought it might be ad- 
vantageous to do so. Because the idea 
has worked we have managed to come 
through the depression intact.” 


An Experienced Salesman 


Alderdyce has enjoyed an ¢xperi- 
enced career since he entered the elec- 
trical industry as a salesman for Con- 
sumers Power Co. He left there to 
become new business manager of the 
Illinois Traction & Light Co. From 
that position he moved to Cleveland as 
representative for MacBeth - Evans 
Glass Co., later returning to Jackson 
to direct a wholesale dry goods firm. 
His absence from the electrical game 
was short lived, however, for in ’26 he 
opened his own contractor-dealer busi- 
ness. In 1930 he dropped retailing to 
become a full-fledged wholesaler. 

At that time conditions in Jackson 
were bad. As his overhead was al- 
ready low, his one resort was to 
increase volume. Accordingly, Alder- 
dyce made the rounds, added a few 
accounts and informed them of his 
plan to help in the field. 

Realizing the folly of concentrating 
on a few contractors, he continually 
reminded his customers that the serv- 
ices of M & A Electric were available 
to all. 


Display Rooms Available 


The firm has made it a practice to 
contact all the contractors. Many of 
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them have no show rooms and these 
men have been urged to bring their 
prospects to the wholesaler’s display 
quarters where a representative group 
of fixtures, appliances and materials 
are displayed. As the average person 
knows very little about wiring ma- 
terials and equipment, the contractor 
has the opportunity to show various 
electrical gadgets “in the flesh” and 


explain the advantages of more expen- 
sive commodities. 

Since Mr. Alderdyce and one other 
salesman have been engaged in this 
missionary work they have found con- 
tractors generally receptive. He at- 
tributes this condition to two facts. 
In the first place, they have definitely 
increased sales for numerous contract- 
ors, and, secondly, they don’t attempt 
to interfere with, or suggest how the 
actual wiring should be done. Nor do 
they offer their services unless specifi- 
cally requested by the contractors. 


A Typical Example 


Numerous’ wholesaler - contractor 
calls lead to definite sales increases. 
Recently Mr. Alderdyce and a con- 
tractor called on two farmers who had 
not decided on the details of their wir- 
ing. Each of the parties had con- 
sidered a 60-ampere service for the 
house, but no power wiring for the 
barn. Mr. Alderdyce had investigated 
the finances of the prospects before- 
hand and found them able to invest in 
better wiring jobs. He then proceeded 
to explain why they should have 
heavier wiring in their homes and why 
power wiring in the barns would be a 
sound and profitable investment. 

When the electrical men drove off 
from the homes of those farmers, they 
had orders for 100-ampere services to 
each of the houses and power wiring 
for the barns. By spending that time 
with the electrician, Alderdyce billed 
more materials and firmly established 
himself as a benefactor to the con- 
tractor. At a later date the farmers 
will be glad to have enough copper 
to handle additional appliances without 
fear of overload. 


Another Helpful Idea 


This wholesaler finds the average 
small contractor doesn’t pay much at- 
tention to job details, so M & A Elec- 
tric provides them with “Wiring and 
Fixture” order books. For each job 
three sheets are provided. On one 
sheet the contractor details the esti- 
mate for the customer. The second 
sheet is used for time and materials 
and the third is retained for the files. 
This system doesn’t require much de- 
tail work for the contractors, yet en- 
ables them to know how each job 
stands financially. Such an inexpen- 
sive service as this secures contractor 
good-will. 

There is no doubt in the mind of 
Mr. Alderdyce that aiding the con- 
tractors in the actual selling of more 
adequate wiring jobs has been the 
leading factor in creating a substan- 
tial volume and better profits. Through 
creating better wiring jobs the sales 
of this wholesale house have increased 
at a corresponding rate—it’s a good 
method and one that can be applied in 
other towns of medium size. 5 
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eee not apathy 


In the promotion of any buiness, the zeal . . . starting with the top executive 
-.. usually tapers in intensity with the broadening of the organization 
diagram. 


The executives of the TRIANGLE organization believe that they cannot 
function with becoming precision unless the organization flow is fully 
impelled by exactness in every remote detail. It must be right! 


So zeal for Precision is the first qualification of the most obscure worker. 






ZEAL can be acquired as a habit just as easily as can apathy... and the 
result is an organization with which it is refreshing to do business. 


TRIANGLE CONDUIT & CABLE CO., INC. 
Horace Harding & Queens Blvds., ELMHURST, NEW YORK CITY 


be right! 
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Installment Financing 


The electrical industry stands high among those mak- 
ing use of installment financing of consumer purchases. 
We are vitally interested in anything which affects the 
continued use of this method for family buying of 
major household appliances. So when well known busi- 
ness forecasters state that “present installment out- 
standings are a frightening thing” and “the next depres- 
sion may start in Main Street rather than Wall Street” 
due to overbuying by consumers on the installment plan, 
it is well to look at the facts. 

The Commercial Investment Trust Corporation, one 
of the important installment financing organizations, 
is responsible for the statement that the total outstand- 
ing consumer installment debt of all classes on January 
1, 1937 was two billion dollars. This was less than 3 per 
cent of the estimated national income, and 5 per cent of 
the estimated total retail sales for this year. This debt 
of two billion dollars was made up of approximately 10 
million separate notes, payable out of income, and repre- 
senting that many separate family purchases of automo- 
hiles, oil burners, stokers, electric refrigerators, ranges, 
water-heaters, and other household appliances, which will 
be valuable and useful to the purchasers long after the 
notes have been paid. Furthermore the unpaid balance 
on these notes averaged about $200 for those repre- 
senting automobile purchases, and considerably less for 
those given in connection with purchases of household 
appliances, toward which every working member of the 
family will normally contribute until the debt is paid. 

It does not look as if American consumers had mort- 
vaged their future unduly. Both from the standpoint 
of their ability to pay or from the standpoint of the 
effect of installment debt on future buying power, there 
seems to be no ground for anxiety. 


Wholesalers and 
Adequate Wiring 


The latest plan of the National Adequate Wiring 
Bureau provides for electrical wholesalers taking an 
active part. This is wise. Wholesalers are sufficiently 
in the confidence of electrical contractors and can win 
their cooperation in a plan of this kind. One shortcoming 
of previous campaigns will thus be overcome. Persons 
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building homes, factories or stores can be sold on the 


benefits of adequate wiring. The unfortunate thing 
is that they are sometimes unsold by a contractor more 
interested in beating his competitor than in securing 
more business for himself and greater satisfaction for 
his customer. Wiring deficiencies don’t show. 

It will need much educational effort to overcome 
the contractor’s natural fear that if he holds out for 
adequate wiring, instead of trimming every possible 
cent off wiring specifications, he will lose the job 
to a competitor. Wholesalers and their salesmen can 
teach contractors to sell more rather than less. And 
it must be done, because so long as the man who deals 
with the ultimate consumer pares down the amount 
of his sales, wholesalers and manufacturers are not 
going to get as much business as they should. And no 
adequate wiring program will succeed. 


Why Not Better Salesmanship? 


One of the speakers at the last Boston Conference 
on Distribution said that: “In spite of all that has been 
done to improve the technique of distribution, the fact 
remains that right now the amount of goods which the 
average salesman sells is no greater than it was 25 or 
30 years ago.” A recent study of selling methods made 
by Trade Ways, Inc., bears out this assertion and also 
shows that in the same time the output per worker 
employed in manufacturing plants has gone up over 
90 per cent. It looks as if production efficiency has 
increased tremendously while marketing efficiency has 
decreased or stood still. 

Of course selling does not lend itself to the same 
mass methods as does production. Each individual 
customer must be dealt with separately. However, there 
is always one best way of presenting each line of prod- 
ucts. The surprising thing is that few manufacturers 
and practically no distributors have ever tried to deter- 
mine it with any exactness—certainly not with the 
exactness used in measuring production efficiency. 

Salesmanship, for example, has generally been 
thought of in terms of inspiration and personality. We 
have not done much to measure selling methods and to 
develop sales technique in the way the processes of 
production have been improved. 

The need for developing ways and means of bring- 
ing goods from manufacturers to consumers at lower 
cost and with greater efficiency is always part of any 
distribution problem. But, until salesmanship can be 
developed to a point where each salesman will be more 
efficient and more productive, there seems to be little 
hope of lowering distribution costs. 
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| F dealer outlets are to be effective 

they must be stimulated. Their 
batteries must be charged with fresh 
ideas, with new methods, with ideas 
for demonstrations, with new sug- 
gestions for closing prospects. 


BE SURE THAT 
YOUR DEALERS: 


1. Use advertising signs to identify 
themselves with the nationally ad- 
vertised products. People want to 
know the local stores where these 
appliances are carried. 

2. Use interesting and timely dis- 
plays to pull passersby into show- 
rooms. Arrange stores so that prod- 
ucts may be easily inspected, and 
dramatically demonstrated. 


DEALER 
STIMULATORS 


3. Employ salesmen who are prop- 
erly trained, intelligent, enthusiastic, 
and courteous. 


4, Take advantage of the various 
sales promotion tools prepared by 
manufacturers, such as direct-mail 
pieces, local advertising campaigns, 
window-displays, and other aids. 


5, Have a definite plan for develop- 
ing prospects. Know how many 
there are, how good they are, and 
when they can best be sold. 

If wholesalers’ salesmen will apply 
these five points to every outlet, 
they will soon see their dealers be- 
coming more effective. Successful 
salesmen know this. For example: 
H. M. Batzloff, District Manager, 
Refrigeration Sales, Westinghouse 
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Electric and Manufacturing Com- 
pany, says, “I have found it espe- 
cially valuable, when calling on 
dealers, to stop and think before 
going in on each call, to determine 
the particular weakness of that deal- 
er, and decide on a plan of action to 
improve his merchandising ability.” 

This is good advice. The old 
axiom, “Plan your work, then work 
your plan” should never be for- 
gotten. A definite approach for 
every dealer call will make your 
work more effective. It is not 
merely good-will contact that is 
needed, but an analysis of a deal- 
er’s operations to determine whether 
he is following the simple rules of 


good merchandising. 
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COOKING 
CLASS 





TEN BELOW , 








DEMONSTRATORS are continually on the job showing Madame Housewife 
how the roaster can be used for roasting, baking, canning and broiling. 


\ 


T wasn’t long ago that the elec- 
I tric roaster was a_ squalling 
youngster. And unfortunately lots 
of people believe that children should 
neither be seen nor heard. Well, all 
that has changed now and the roas- 
ter has definitely arrived as a money 
maker for the wholesaler’s salesman, 
the dealer and utility. They have be- 
come a boon to America’s house- 
keepers. For any woman is naturally 
proud to put well cooked food on 
her table with a minimum of time 
and effort. 

The roaster is a year around 
item, too. It sells in June as well 
as January, in November as well 
as May. And now, for example, is 
the time when the public is think- 
ing about roast turkey for Thanks- 
giving and Christmas. Now is the 
time for people to learn more about 
roasters and how they will help to 
make holiday dinners the best ever. 

Again, next summer, when the sun 
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is beating down and the thermometer 
practically rings the bell that same 
roaster will still come in mighty 
handy. For, in the first place, it is so 
well insulated that it holds the heat, 
and holds down costs and main- 
tains a liveable temperature in the 
kitchen. Secondly, in the sum- 
mer it also comes in handy for 
picnics. For such occasions the 
food can be cooked at home and 
kept warm for several hours in the 
roaster, carried in the car. 

Last year more than 225,000 
women bought electric roasters. 
This was a big increase over 
1935 when 100,000 roasters' were 
sold. So far in ’37, appliance men 
have been doing a much better sell- 
ing job and the Holiday Season is 
still to come before final records 
can be tabulated. 

When the wholesaler’s salesman 
sells a line of roasters to his deal- 
ers he can figure on one of two 


things happening. Either the mer- 
chandise will move or it won’t. But 
there need be no doubt. Plenty of 
salesmen have already proved that 
roasters do sell. And the dealer 
makes money and repeats his order. 
And every one is happy. 

As the roaster is a relatively new 
item, wholesalers’ salesmen should 
take time to work with manufac- 
turers’ representatives and learn 
how the roaster is built, what it 
will do for the housewife, and 
how the dealer can get the points 
across to his customers. 

Every day home economists, em- 
ployed by utilities, are staging dem- 
onstrations to show women how to 
use the roaster and how it will save 
time and money for them. Manu- 
facturers also have demonstrators 
available with whom the distribu- 
tor’s salesmen may cooperate in 
staging dealer shows. As in merch- 
andising other appliances, actual 
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demonstrations are best for edu- 
cating and informing interested 
prospects. 

If the wholesaler’s salesman fails 
to learn all about the roaster he will 
be in a poor position to act as mer- 
chandising counsellor to his dealers, 
with the probable result that the 
latter group will not be any too in- 
terested in the line and Mr. Sales- 
man will be wondering about the 
lack of repeat orders. 

When you sell your first bill of 
roasters to a dealer therefore, see 
that he has a display, that the sales 
people are acquainted with the line, 
and that the dealer has plenty of 
sales helps. 
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9O in the Shade 


roasters sell because folks have to eat the year 


around, so more and more women are learn- 


ing how this appliance aids in preparing 


well flavored meals with a minimum of effort. 


deserves a prominent spot. Most 
manufacturers have appropriate 
stands or tables for this purpose 
and some of them offer “special 
deals” whereby a table can be ob- 
tained, with a roaster, at a minimum 
cost. 

After the wholesaler’s salesman 
has sold the line of roasters and 
arranged for displays, it would be 
a good idea for him to assemble the 
retailer's sales crew and give them 
a talk on the product. The out- 
standing sales features should be 
fully explained and printed matter 
describing these features, made 
available. This is necessary because 
many dealers are not fully ac- 
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THIS IS THE TIME of year when Mr. Turkey is an important guy. An electric roaster 
will take care of him in real style. A window display like this will give the public 
the idea and make sales. 


In case of the small dealer, good 
window and interior displays are 
most important. For best results, 
the roaster should never be dis- 
played with a mess of gadgets. It 
is a large item, a money line and 


quainted with this product, conse- 
quently are not in a position to prac- 
tise, the right selling methods. 

If the roasters do not move 
satisfactorily, suggest new and live- 
lier merchandising ideas. Spend 


some time on the sales floor talking 
with customers, and in this way 
indirectly’ educating the retailer’s 
salesmen. 

Window displays should tie-in 
with the seasons. For instance, 
Thanksgiving displays are appeal- 
ing right now. Christmas is just 
a few weeks off, so a gift display 
can follow. Mother’s Day is good 
for a roaster drive. Later on June, 
with its many weddings, is one of 
the best times for selling roasters. 

The wholesaler’s salesman who 
practises sound methods in mer- 
chandising roasters is going to do 
a real selling job. The entire indus- 
try is promoting the line to retailers 
and consumers. There is a good 
margin to work on. Now is the 
time to climb aboard the band- 
wagon. Here is Thanksgiving to 
give you and the bandwagon a real 
send-off. 


WHERE Is the man who doesn’t go for a 
thick steak, well cooked? His wife need: 
this roaster. 


























VISITING BENDIX SHOW 








Advertising Manager W. H. Leininger compares the Bendix washer with the action 
cutout. 





From the West Coast came G. Hulett of Bendix, Harper McGee of Seattle, W. J. 
Lancaster of San Francisco and Louis R. Swenson of Los Angeles. 





Left to right we find, C. M. Sherwood of Bendix; H. A. Jones of Manchester (Vt.), 
Auto Elec.; A. S$. Hunt and Hunt Marquadt of Hunt-Marquadt, Boston; H. P. Keller, 
Keller Distrib., Springfield, Mass.; and C. W. Riddell of G. S. Blodgett, Burlington, Vt. 





Bendix Enters 
Washer Field 


Before seventy-five distributors and 
salesmen, who had mostly bought sight 
unseen, the Bendix Home Appliances 
Inc., unveiled its mystery Bendix washer 
in South Bend, September 23. 

This washer machine offers the first 
radical changes in washer machine prin- 
ciples since H. L. Maytag introduced 
the agitator in 1922. It is an automatic 
cylinder type machine with the same 
cylinder serving as a spinner. By an 
electric clock principle, after the clothes 
are put in the machine and the soap 
added, the device automatically runs in 
hot water, washes, wrings dry, rinses 
clothes and again wrings them damp dry 
ready to take out. At the left are a 
few of the boys who attended the meet- 
ing. 


Roasters, Crisco and 
A Contest 


All a housewife has to do is write 
25 words or less, beginning, “I like the 
new Super-Creamed Crisco because—” 
and she might win a lot of cash or a 
Westinghouse roaster. 

Procter & Gamble, the maker of 
Crisco, inauguratd a contest continuing 
each week from October 4 through No- 
vember 14 with awards going to the 
ladies who gives the best reasons for 
liking Crisco. Each week during that 
period, one person will win $1,000; 
checks for $100 will go to 10 others and 
200 Westinghouse roasters will go to 
the runnersup. 

The contest has been heavily adver- 
tised through magazines, newspapers 
and the networks. 


Wholesale Radio Service Holds 
Sound Show 


The Wholesale Radio Service Co., 
New York City, held a public address 
show at its sound auditorium on Oc- 
tober 1 and 2. 

Demonstrations of aimplifiers, micro- 
phones, speakers and so forth were on 
continuously during the two-day 
period. 


Mrs. Floyd of Edison G.E. 
Moves To Chicago 


Mrs. Stella Floyd, who has _ been 
home economics representative in the 
Salt Lake district for the Edison Gen- 
eral Electric Appliance Co., has been 
appointed to take charge of experi- 
mental and promotional work on the 
firm’s home laundry equipment. Mrs. 
Floyd will work out of Chicago in all 
districts. 
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Act VII 


“Showmanship in Business” 


By Zenn Kaufman 


HY is it that people will pay 
50¢ to see first run pictures 


the day they hit town when by wait- 
ing two or three or four weeks they 
can see the same picture in neighbor- 
hood playhouses—with the addition 
of a double feature—for thirty or 
forty per cent less? What is it that 
makes the news reels so popular? Is 
it the interest in news alone? Not 
by a long shot. It’s the fact that we 
see on the screen the news that hap- 
pened yesterday. A scheduled or ad- 
vertised showing of old news reels 
would get no audience, yet what per 
cent pay to see shows billed as cur- 
rent. Simply because the people want 
what is new. 

When the Federal Housing Cor- 
poration was making its effective 
drive to interest people in rebuilding 
their homes, the First National Bank 
of Seattle tied in effectively by trans- 
planting an old shack into Seattle’s 
Public Square. Local contractors, 
builders and suppliers were invited to 
cooperate in renovating. The public 
was given a case picture of “face 
lifting” for a tumbledown residence. 
Day by day and step by step, the 
modernization was accomplished un- 
der their very eyes. An electrical 
contractor, furnished the wiring for 
a truly modern home, an appliance 
dealer and other local stores added 
beauty with furniture, electrical equip- 
ment, and decorations. This, of 
course, would have been a good pro- 
motion at any time. It was, however, 
particularly smart at the time of the 
great current interest in the Federal 
Housing Corporation. 

In New Haven, the utility company 
showed thirteen black cats on Friday, 
the thirteenth, told the public that the 
cats spelled good luck because they 


were bringing users a 13% saving on 
appliances. Pontiac ran a whole 
campaign under the theme, “The hat 
of the month plus the car of the 
year.” Tied in with fashion editors 
—showed the “hottest” hat fashion of 
the month—thus created a fashion 
interest in the Pontiac Car. 

In the recent legion convention in 
New York, middle aged veterans 
dropped twenty-five years, and much 
water on passers-by, during their hell 
raising week. In the heart of New 
York, Beech-Nut Coffee set up an old 
canteen—just as in the old war days. 
Red Cross nurses served coffee and 
doughnuts free to the legionnaires. 

“Hitch your wagon to a star” is 
the old saying—the Electric Service 
Company of San Angelo did it. At 
the height of the national calamity, 
when “flood” was a terror striking 
word, these dealers exhibited a refrig- 
erator that had just been carried 19 
miles on the crest of a flood—and 
was still in perfect operating order. 

One dealer ran a sales contest by 
dividing his force into two football 
teams—Army and Navy. The con- 
test closed the day before the classic 
contest and the winning sales team 
was taken en mass to the game. 
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When flood control was a popular 
issue, an electrical wholesaler ran a 
sales contest to see who could build 
the highest levee against the rushing 
river waters which were represented 
by higher and higher weekly sales 
quotas. News photos of floods most 
nearly representing a  salesman’s 
standing were replaced day to day. 

When “Pennies from Heaven” the 
movie (and famous song) first played 
in Detroit, the local G.E. distributors 
did a tremendous business by a clever 
tie-up. “Pennies from Heaven are 
the Pennies you Save” was the major 
caption, and not only tied in with the 
movie, the song-hit, but also fit per- 
fectly into G.E.’s program of making 
the customer “G.E. thrift conscious.” 

Time counts. Don’t let it count 
you out! 











FREE—If you haven't sent for your copy 
of The Showmanship Yardstick— 
you still have time. Mail a self- 
addressed stamped envelope now— 
and we'll return your copy of the 
Yardstick—a 12-notch check list of 
showmanship elements that are vital 
to the success of your business. 
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Ewing Galloway 








SWARTZBAUGH RECEIVES McGRAW 
MANUFACTURERS' MEDAL 


On October 27th, at the meeting of 
the National Electrical Menufacturers 
Association in Chicago, Charles E. 
Swartzbaugh, President of the Swariz- 
baugh Mfg. Co. was presented with the 
Manufacturers’ Medal under the James 
H. McGraw Award. 





This Mr. 


presented to 
Swartzbaugh in recognition of his con- 
tribution to the advancement of the 
manufacturing branch of the electrical 
industry, through his constructive lead- 
ership in organizing the joint develop- 
ment of the many specific markets for 


award was 


electrical products, embraced in the 
program of the NEMA Business De- 
velopment Committee, of which he is 
chairman. 

The committee of judges awarding 
the medal consisted of: L. F. Adams, 
Commercial Engineer, General Electric 
Co., Schenectady; Clarence L. Collens, 
President, Reliance Elec. & Mfg. Co.; 
F. C. Jones, President, The Okonite 
Co., and S. L. Nicholson, Westinghouse 
Elec. & Mfg. Co., New York, N.. Y. 


REA Publicity Hurts Sales 
Says Advertising Man 


Explosion of the month took place 
when thirty-four farm paper repre- 
sentatives were lunched by a Mil- 
waukee advertising agency and asked 
to look the REA highline project 
straight in the eyes. 

Said Walter F. Dunlap, president 
of Klau-Van Pietersom-Dunlap (May- 


tag washers, Briggs & Stratton gas 
engines, Norge appliances): “So 


much publicity is not only misleading 
farmers into believing that high lines 
will be supplying them juice within a 
few months, but is slowing up sales of 
than 110 volt and_ non-electric 
appliances. 

“The fact that 440 millions of dol- 
lars has been appropriated for the 
Rural Electrification Administration 
to loan for country high lines has 
been given wide publicity in your col- 


less 


umns. I want you to realize that farm 
electrification is decidedly not just 
around the corner. With private 


utilities and government competing last 


30 


year the increase in the number of 
electrified farm homes was only 1.8%. 
Readers have been given the wrong 
impression that these lines will be 
extended everywhere. Vast areas 
with less than three farms to the mile 
will not get them. It is doubtful that 
$200 to $1200 per farm will be in- 
vested to wire the 2,600,000 places oc- 
cupied by tenants, or the 1,000,000 
farms whose buildings are worth less 
than $500. There can be no overnight 
turn to farm electrification in a coun- 
try where the increase in the num- 
ber of bathtubs is only 2 per cent 
annually, water systems 3 per cent, 
furnaces 4 per cent. It will be twenty- 
two years before even the farms that 
can afford electrification will get it 
at the present rate of progress.” 

Mr. Dunlap declared that minimum 
rural electric bills would have to be 
at least $6.76 per farmer, if honest 
accounting methods were followed, 
and would run from $8 to $9 if any 
amount of current were used. This 
figure would let out a vast number 
of customers who wouldn’t subscribe 
to such amounts. 

A clarification of the situation 
was in order, he declared, if farmers 
and dealers are not to be disillusioned. 
Such a step was needed if less than 
110-volt and non-electric appliance 
sales were to swing back to normal 
in a banner crop year like 1937. 


Fairbanks-Morse Adds Seven 
New Distributors 


W. P. Jones, general manager, Fair- 
banks-Morse Home Appliance Div., an- 
nounces the appointment of Brown- 
Camp Hardware Co., Des Moines, la., 
as distributor for radios, refrigerators 
and home laundry equipment in Des 








FROM BROOKLYN 


From the town noted for its peculiar 
baseball fans hails this appliance sales- 
man. W. C. Woodhouse represents 
Charles Tisch, Inc., of that town. 





NORGE EXECUTIVE 


Paul B. Zimmerman, who spent many 
years with the appliance department of 
General Electric, is now vice-president 
in charge of sales for Norge. 


Moines and_ surrounding counties. 
Other appointments include: O. S. 


Stapley Co., Phoenix, Ariz., distribu- 
tor for Fairbanks-Morse radios in the 
state of Arizona; Motor Hardware & 
Equipment Co., San Diego, Radio Elec- 
tric Service Co., Baltimore; Saginaw 
Distributing Co., Saginaw, Mich., C. & 
B. Distributing Co., Peoria; and C. M. 
McClung & Co., Knoxville, Tenn. All 
of these companies will distribute the 
radio line, and the McClung Co. also 
handles refrigerators and home laundry 
equipment. 


Specialty Distributors Moves, 
Adds New Line 


Specialty Distributors of Indian- 
apolis recently moved to their new 
location at 937 Fort Wayne Ave. In 
their new quarters, they have 25,000 
square feet of floor space. This firm 
has also taken on the Crosley line in 
the Indianapolis territory. 


Samson-United Granted 
Fan Patent 


Last month, A. O. Samuels, presi- 
dent of Samson-United Corp., was 
awarded U. S. Patent Office grant No. 
2,025,223, covering the manufacture 
of rubber and flexible bladed fans. 
The rubber bladed fan was placed on 
the market in the spring of 1936. 


Graybar's Birmingham House 
Adds Hotpoint Line 


The Graybar Electric Co. has been 
appointed distributor for the Hotpoint 
line of major appliances in the entire 
state of Alabama. The appliance sales 
department is located at 1529 First 
Ave., Birmingham, Ala. 
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It doesn’t seem possible, but here we are 
again in the midst of the greatest buying 
season of the year. All America will heed 
the call to join good Old Kris Kringle on this 
festive, gift-giving occasion. 


Throughout the land, Mr. and Mrs. America 
will clamor to buy Electrical Gifts—sunlamps, 
irons, waffle irons, sandwich grills, toasters, 
mixers, roasters, coffee makers, percolators, 
urn sets and countless other time and labor- 
saving electrical servants. General Electric 


BEFORE THAT MAN’S HERE (Le 7 of 


Appliances will be most in demand, for con- 
tinuous National Advertising and years of 
satisfactory performance have made them 
the “buy-word” of every housewife. 


Be sure that your dealers handle and pro- 
mote this complete line of accepted, quality 
appliances so that they will derive their full 
share of this holiday business. See your 
General Electric Heating Device Dealers and 
be sure they place their complete order for 
electrical appliances with you Now! 


GENERAL & ELECTRIC 


HEATING DEVICES 
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Appliance and Merchandise Department, General Electric Company, Bridgeport, Connecticut 
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YOU 
MEET 
THEM 











THE IRRITABLE CUSTOMER who may be chronically so or merely 
tired or nervous when you call. In any event he is inclined to be contradic- 
tory and jumpy. He must be handled with patience. Be calm. Let him 
shout, but keep your own voice low. Show him a certain amount of defer- 
ence. Smooth his ruffled feathers. 


THE SNOBBISH CUSTOMER who is inclined to “high hat” you and 
your line. He never loses the chance to make slighting remarks. Be polite, 
keep your temper. But don’t show him any excessive deference. 


THE DELIBERATE CUSTOMER who can’t be hurried. He is slow 


moving, slow thinking, and inclined to be indecisive. Talk 
‘ay to him slowly and clearly. Discuss one thing at a time. 


THE STINGY CUSTOMER who is interested in nothing but price. 
He is so close that any price is too high. Concentrate on 
the justification of your price. 


. 


wU 


THE TIMID CUSTOMER who doesn’t know his own mind and is 


indefinite. Present the facts of your proposition confi- 
dently and clearly. Make his mind up for him with tact 
and understanding. 


THE SUSPICIOUS CUSTOMER who doubts your sincerity and the ac- 
curacy of your statements. He is cynical regarding all claims. Give him a 
clear, detailed argument. Ignore his aspersions. Keep your temper. Show 
him a certain amount of deference. 


THE DECISIVE CUSTOMER who is sort of a “smart-aleck,” cocksure, 
impatient and intolerant. Since he wishes to decide for himself, let him do 
so with good humor, respect, and patience on your part. 


THE TALKATIVE CUSTOMER who babbles along without stopping. He 
doesn’t know what he started to say. But he just loves to tell the family 
history. Use your self-control and treat him tolerantly. Watch for the 
chance to “get down to brass tacks.” Lead the conversation back to the 
subject whenever you can. 


THE INCONSIDERATE CUSTOMER who just loves to make trouble 
about prices, deliveries or anything else he can think of. He is inclined to 
argue and misrepresent facts. Treat him politely, patiently and firmly. 
Above all don’t argue. 
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ICH in improvements. New features of convenience 

and service. Colorful lacquer and brilliant chrome 
combinations — ribbed fibre and chrome — solid golden 
bronze — burnished solid 22K copper — full chrome. Fa- 
mous Bond Flashlights priced to sell complete with the 

, improved new dated Bond Super-Service Safety Seal Mono- 
Cells. Each number in separate combination deal — with 
sales-aiding FREE counter display — and offering 35% 
dealer profit. Ask your Jobber’s salesman for full details. 


BOND ELECTRIC CORPORATION 


NEW HAVEN, CONN. CHICAGO, ILL. SAN FRANCISCO, CALIF. 
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ADVERTISING MAN 


Earl Doty is the advertising manager of 
Delco-Frigidaire Conditioning Division of 
the General Motors Corp. Earl has been 
on the general manager's staff for some 
time. In his new job he will have charge 
of the firm's advertising in the auto- 
matic heating and air conditioning fields. 


G.E. Merchandising Clinic 
Held At Nela Park 

The sixth annual merchandising 
clinic on home appliances, sponsored 
by the General Electric Co., was held 
at Nela Park on November 8 and 9. 

More than 200 executives of furni- 
ture and department stores from all 
sections of the country attended the 
meeting. The first day was devoted to 
showing new products and the out- 
lining of advertising and promotional 
plans. The second day was spent in 
discussing the particular problems of 
the furniture and department stores 
in appliance merchandising. 


Crosley Names New 
District Managers 


The appointment of Erle F. Morford 
and Herbert K. Sadler as district man- 
agers for the Crosley Radio Corp. is 
announced by Thomas W. Berger, gen- 
eral sales manager. 

Mr. Morford will be in charge of the 
Pittsburgh and Cleveland territory, with 
headquarters at Cleveland. He takes 
over the territory formerly handled by 
Don Crosby, who has just been made 
manager of the radio division of the 
Crosley Radio Corp. 

Mr. Sadler will cover New 
state, headquarters at Rochester. 


York 


Frigidaire Announces Executive 
Appointments 


The Frigidaire Division of General 
Motors Corp. last month announced 
the executives of the electric range 
and washer divisions. 

J. B. Rushton has been appointed 
sales manager of the electric range di- 
vision. W. I. Buchanan is sales man- 
ager of the washer division; E. A. 
Fisher becomes manager of the house- 
hold appliance engineering department; 
F. H. McCormick is chief engineer of 
the electric range engineering depart- 
ment and J. B. Dyer has been named 
chief engineer of the washer and laun- 
dry equipment department. 


Russell Ayers Joins 
Stewart-Warner 

Russell W. Ayers, since 1929 a mem- 
ber of the refrigerator engineering de- 
partment of the General Electric Co., 





LET US ALONE 


Camera or no camera, Ray Randall and Ed Oehler of Briggs & Stratton aren't 
going to be bothered when good food is right there before them. They were snapped 


at a luncheon up in Milwaukee. 
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ALSO A FARMER 


Most men in the electrical industry thin‘ 
of Howard E. Blood as quite a figure in 
the appliance work. After all he is presi- 
dent of Norge and it comes as rather a 
surprise that he is also a prosperous 
farmer. Here he is on his large Michi- 
gan farm chatting with two of his pals— 
his son and his collie dog. 








has been named chief engineer of Stew- 
art Warner’s refrigeration division. 

Ayers has been in the refrigeration 
game since 1925 when he was_ head 
engineer of the refrigerator division of 
the Savage Arms Co. Before that he 
was with Yale & Towne Mfg. Co. A 
graduate of Yale in 1917, Ayers con- 
tinued there in post graduate work, and 
acted as instructor in the engineering 
laboratory. 


R. V. Keyes Takes Leonard 
Contest Honors 


R. V. Keyes of the J. H. Burke Co., 
Boston, is riding around in a new 
Nash-Lafayette car as the result of 
taking first place in a sales contest 
on Leonard refrigerators for whole- 
salers’ salesmen. 

Five men won $100 prizes; ten men 
have pocketed $50 awards in the same 
contest. Keyes reported that much 
of his success can be attributed to 
the job done by one dealer who pur- 
chased 300 refrigerators from him 
during the period (eight weeks) of 
the contest. 


Carroll Made Sales Manager 
By Progress Vacuum 


W. V. Carroll, recently sales promo- 
tion manager of E. A. Wildermuth Co., 
Brooklyn distributor, has been named 
general sales manager of the Progress 
Vacuum Corp., Cleveland. 

Preceding his four years with Wilder- 
muth, Carroll spent seven years direct- 
ing sales training for Electrolux, Inc., 
makers of Electrolux vacuum cleaners. 
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A single story building makes an ideal warehouse. 


cious windows is also desirable. 





A corner location, with spa- 


Fireproof construction is a prime requirement. 


USIMESS A GOOd HOMO? a wan 1. siomn 


For many years, Mr. Sioussat 
was manager of Graybatr’s 
Eastern District Service De- 
partment. This is the first of 
two articles, outlining his 
thoughts on the ideal ware- 
house for an electrical whole- 
sale operation. 


Ge triacen around the country, 
visiting wholesale warehouses, 
it sometimes appears as though the 
owner selected the location through 
a process of closing his eyes, stick- 
ing a pin in a city map, then jam- 
ming his business into the building 
so found, regardless of its suitabil- 


ity. 
Choosing the Neighborhood 


The first problem is the selection 
of the general neighborhood in 


which the building is to be looked 
for—or built. Obviously the prime 
requirements here are ready acces- 
sibility to the greatest possible num- 
important 


ber of customers, to 


















freight terminals, and its publicity 
value. In many cities the selection of 
locations according to these specifica- 
tions has automatically built up a 
wholesale district; in others the 
electrical wholesalers have concen- 
trated near an industrial area, while 
some have preferred to try other 
areas, expecting future industrial 
growth. 

Having selected the general loca- 
tion, the next problem is to find a 
specific location—or building— 
therein. A corner location is desir- 
able because of its publicity value 
and because it may offer greater 
facilities for handling materials. Of 
course it is by no means essential. 

Parking facilities should be care- 
fully studied as streets crowded 
with parked cars are an invitation 
for customers to go elsewhere for 
their “pickups,” and slow down ma- 
terially the movement of inbound 
and outbound merchandise. 


Selecting the Building 


The next step is the selection of 
a suitable building. To make the 
picture clearer, it may be assumed 
that a new building is to be erected, 
therefore is essential specifications 
may be defined. Then these speci- 
fications may be applied as far as 
possible to any existing building. 

What total floorspace is needed? 
Obviously this must vary with the 
nature and the volume of the busi- 


Heayy snows and driving rains cause no 
trouble when the loading and unloading 
can be done under the building’s roof. 
This space can also be used as a garage. 
The truckman’s job is further simplified 
when the shipping level is even with that 
of the average truck. 





ness done—a wholesaler with a 
large appliance business will need 
more space than one whose main 
volume is supplies. Waste space is 
expensive but overcrowding is much 
more so. On the average, a distrib- 
utor with a sales volume of a quar- 
ter of a million dollars annually, 
should have approximately 10,000 
square feet for comfortable and 
efficient operation. Ample allowance 
should be made for aisles to give 
easy access to the merchandise. 


Avoid Several Floors 


An ideal warehouse for the aver- 
age wholesaler would have only one 
floor and would be somewhat rect- 
angular in shape, but not a long 
rectangle. The shipping and receiv- 
ing area should be at truck level or 
approximately three feet above the 
street level, to reduce handling ex- 
pense. If possible, the “lift from 
the sidewalk” should be avoided, 
even to the extent of sacrificing 
some other feature. In some cases 
this truck level shipping floor can 
be secured by the natural grade of 
the ground or by building the truck- 
ing floor at an incline toward the 
interior of the building, so that a 
three-foot level occurs at the edge 
of the shipping platform. 

If the latter arrangement can be 
secured by having the entire truck 
area inside the building, consider- 
able benefit will be derived from 
being able to load and unload mer- 
chandise without damage in bad 
weather. This area should be large 
enough to accommodate two trucks 
—the firm’s and a customer’s—at 
the same time, and if fireproof, can 


(Continued on page 48) 





















COMMUNICATING SYSTEMS tie the several parts of a plant together 
and bring it under centralized control. 


reach the man behind the gun, instantly—no matter 


aa AMPLIFICATION systems of modern design 


where in the plant he may be. 


They are particularly 


appreciated by the plant executive because the service they 
render are of personal value to him. He is advised at once 
of a long distance telephone call, the arrival of an important 
customer, an emergency in another department. 


Even if the man who is being 
paged is for the moment out of ear- 
shot of the loud speakers (which 
will not happen with a well-designed 
system) the first person he sees will 
tell him he is wanted, and he will 
immediately step to the nearest 
phone. 

There is nothing, except perhaps 
the telephone itself, that ties the sev- 
eral parts of a plant together more 
closely, or brings the whole unit 
more completely under centralized 
control. 

Paging systems are simple in 
principle, although often complex in 
detail. Essentially, they consist of 
a microphone, located beside the 
switchboard operator, and a number 
of loud speakers strategically placed. 
The heart of the system, however, 
is the amplifier, which strengthens 
the weak current delivered by the 
microphone and enables it to drive 
any desired number of powerful 
loud speakers. 
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Some Typical Installations 


Such systems of course do more 
than call persons to the telephone. 
They convey instructions to depart- 
ments where telephones are perhaps 
not installed. It is interesting to 
note that they also convey instruc- 
tions of such urgent nature that they 
cannot wait until the person who is 
to receive them can lift a telephone 
from the hook. An interesting sys- 
tem of this kind exists in the print- 
ing room of a large New York 
newspaper, where it solved a serious 
problem. In this case the micro- 
phone is in the hands of the individ- 
ual who supervises the loading of 
the papers into the delivery trucks. 
Through it he gives precise instruc- 
tions for slowing down, stopping, or 
speeding up the presses to secure the 
most efficient handling. 

Paging systems are also widely 
used in connection with weighing op- 
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How To SHU 


Sunt | 


By H. W. PARO 


Wholesale Radio Service Co. 
New York City 


erations, as, for example, at coal 
yards. The indicator of the scale be- 
ing in the office, the man at the coal 
pocket awaits instructions from the 
man at the indicator. The weighmas- 
ter of course can shout through an 
open window, winter as well as sum- 
mer, against the noise of coal rum- 
bling into the truck. He can also let 
a sufficiently powerful loud speaker 
do the shouting for him, avoid over- 
loads that have to be shoveled off 
again, and protect the office staff 
against the necessity of working 
through the winter in overcoats and 
gloves. 

Large stores of course use paging 
systems to reach salesmen or execu- 
tives absent from their desks, to 
communicate with the stock and 
shipping departments, and _ other- 
wise speed up the efficiency of their 
service. 

The inherent simplicity of these 
systems makes it easy for anyone to 
sell them, and for any electrician to 
install them in accordance with in- 
structions. They are made up of 
three components—the microphone, 
the amplifier, and the loud speakers 
in the number required. 


Selection of Equipment 


In choosing paging equipment to 
meet specific requirements, the first 
point to consider is the total volume 
of sound that will be required for 
complete coverage. Even an un- 
skilled person can estimate this with 














a certain amount of accuracy by 
keeping in mind the sound volume 
of his own radio. 


Speaker Volume Varies 


The volume required at each loud 
speaker location is estimated sepa- 
rately. Three factors are investi- 
gated. These are: 1. the size of the 
area or enclosure to be supplied with 
sound; 2. the extent of sound ab- 
sorption or reflection present, and 
3. the extent of background noise 
to be overcome. 

In connection with the first point, 
the unskilled person may ask himself 
whether his own radio would be 
clearly audible at every point to be 
reached, or if not, whether two or 
three or more such radios will be 
needed. The second point is more 
complex. Hard surfaces, such as 
concrete or plaster, reflect sound, 
and the reflected sound adds to the 
total volume. But a warehouse full 
of carpets or cotton bales would be 
hard to fill with sound. The soft 
stuff would absorb the output of the 
loud speaker, and greater initial vol- 
ume would be necessary. Human 
bodies and clothing also absorb 
sound quite efficiently, and a 
crowded room will usually need 
two or three times the volume in 
watts, as compared with the same 
room when empty. 

Background noise, or the sound of 
machinery in motion, loading of 
coal, or any such interference, pre- 
sents a special problem. Where back- 
ground noise is heavy, it is usually 
better to use several speakers, prop- 
erly distributed, rather than at- 
tempt to force enough volume 
through a single unit. 

Since sound volume is not an ex- 
pensive commodity, and the cost of 


Once he is equipped with a few fundamental 
facts, the wholesaler’s salesman will find it is 
not difficult to sell industrials and large stores 
on the economies of these simple paging systems 








REACH THE MAN behind the gun, instantly, no matter where he 


may be in the plant. 


equipment does not increase propor- 
tionately with increase in volume 
desired, it is always advisable to 
overpower rather than underpower. 
When the power in watts at each 
loud speaker is known, the total 
power that must be delivered by the 


_amplifier is determined by simple 


addition. Amplifiers are rated in 
terms of the number of watts of 
sound power they can deliver. 

The power requirements of a pag- 
ing system having been determined, 
details of sound quality, purchase 
price, installation cost, and so on 


(Continued on page 40) 
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THIS PAGING SYSTEM has but three component parts: microphone, amplifier, 


and loud speaker. 
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How to Sell Sound 


Systems 


——— CONTINUED FROM PAGE 39 ——— 


come to the fore. And, of course, 
there is the question of properly 
matching the amplifier to the micro- 
phone and the loud speakers. 

Some manufacturers have simpli- 
fied this problem by packaging the 
base units. In these outfits, the 
microphone, amplifier and speaker 
have been matched at the factory, 
thereby simplifying the sales job of 
the wholesaler. When additional 
speakers are required, these. are 
available to match the other parts. 

Microphones are of several types. 
Crystal and magnetic microphones 
deliver remarkably faithful speech 
quality, and are not easily injured by 
handling. They need more amplifi- 
cation, however, than the less satis- 
factory carbon microphones. 


Types of Loud Speakers 


Loud speakers are of two general 
types, electro dynamic and perma- 
nent magnet dynamic. With both 
types, the speech output of the am- 
plifier must of course be wired to the 
loudspeaker location. The dynamic 
speaker requires an additional pair 
of wires to control the exciting cur- 
rent of its electro-magnet. This in- 
volves additional installation cost, 
and increases the possibility of error 
when the installation is put in by an 
electrician unskilled in such work. 
Present-day practice in paging sys- 
tems leans strongly in favor of the 
permanent magnet type of speaker, 
which costs somewhat more than the 
other type but is nearly always more 
economical when wiring costs are 
added in. 

Loud speakers commercially avail- 
able vary widely in tone quality. 
Clear quality that can not confuse 
names or instructions even in the 
presence of background noise, is the 
first requirement of an_ industrial 
paging system. 

The crucial portion of any sound 
system is the amplifier. This unit 
varies in physical size, according to 
the power required, from the dimen- 
sions of a midget radio to the dimen- 
sions of a filing cabinet. It uses 
radio tubes, which provide the am- 
plifications, and mounts a volume 
control and often a tone control. 
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Many amplifiers have provisions for 
use of two more microphones simul- 
taneously. The amplifier must de- 
liver sound of high quality, with 
power enough for the loud speaker 
requirements. It must possess suffi- 
cient amplification for the type of 
microphone used. 

Wholesalers’ salesmen have a real 
opportunity in the sound field. 
Manufacturers of such equipment 
provide a complete array for any 
type installation. The large market 
for the matched five-watt paging 
systems, with the integral parts se- 
cured in a carrying case, is await- 
ing the heavy guns of ‘the electrical 
salesmen. 





Wholesalers Face 


the Issue! 
——= CONTINUED FROM PAGE 8 ——— 


accept his fair share of what seems 
a much depleted volume, compared 
to 1928 standards. And many man- 
ufacturers have been fooled by their 
sales representatives into thinking that 
the potential volume in particular ter- 
ritories is considerably greater than it 
really is. 

Because of these conditions exist- 
ing in the electrical industry this 
should be the wholesalers’ platform: 


1. Manufacturers should grant 
wholesale discounts only to those who 
are accepted by the wholesaling in- 
dustry as being qualified competitors. 
Those manufacturers who insist on 
selling others must expect to lose 
the support of the bona fide whole- 
salers. 


2. Manufacturers should reduce 
the number of wholesalers handling 
their lines in a territory, so that a dis- 
tributorship becomes of some value 
to a wholesaler. 


3. Manufacturers should eliminate 
spot stocks in those areas where the 
line is carried by wholesalers and in- 
sist that such wholesalers maintain 
adequate stocks for themselves. ‘They 
must no longer expect wholesalers to 
carry stock in face of their own com- 
petition. 

4. Manufacturers should use the 
money now spent on carrying ware- 
housed stocks for the development of 
markets. They should have more 
representatives calling on wholesalers, 





more men calling on the trade -with 
wholesalers’ salesmen. 

5. When a wholesaler does not do 
a constructive selling job, he should 
be replaced by another. And with a 
line offering limited distribution and 
good acceptance on the part of users 
and dealers it will never be hard to 
find another qualified wholesaler to 
take it on. 

I believe that the electrical whole- 
saler is in a stronger position today 
than he was five or six years ago. 
More and more manufacturers who 
nave tried direct selling are now 
turning to wholesalers as an outlet. 
More and more large buyers who 
have dealt direct with manufacturers 
are now turning to wholesalers as a 
source of supply. But there is ur- 
gent need to examine manufacturer 
sales policies and to take a stand on 
the elimination of undesirable distri- 
bution practices. 

Whether wholesalers are to hold 
their competitive standing or not is 
something that only time will prove. 
I believe that they will. But one 
thing stands out plainly. Those man- 
ufacturers who do not recognize their 
obligation to work cooperatively with 
the wholesalers who distribute their 
products are going to steadily lose 
ground. Only those who assume full 
responsibility for their fair share of 
the distribution function can expect 
to prosper in their relationship with 
any wholesaler. 








ABOUT TO WRITE are Armand 
Rheaume and Arthur Cushing of Electric 
Service & Sales, New Bedford, Mass. 
This company was organized about a 
year ago and these fellows have been 
with the company since that time. The 
sales crew covers the southeastern sec- 
tion of Massachusetts. 
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MOTHER and two sons. Mrs. Soffer 
is the president of the Soffer Electric 
Supply Co., Camden, N. J. Her son 
Joseph, at the left, is sales manager 
and head of the fixture department. 


Another son, Abraham, is general 
manager. They are standing in one 
section of the fixture display room, 
which is completely wired for properly 
displaying fixtures. 


SEEN 
in the 
FIELD 


SLICK FLEET. The drivers of Madison 
Electric Co., Detroit, stand alongside the 
gleaming new trucks that are on the 
job these days. In the rear can be 
seen the addition to the building, 


MAdig 


Hig 


erected last year. Still more improve- 
ments have been made by Madison in 
the form of a new warehouse across the 
street. This will give them another 
8,400 sq. ft. of floor space. 


ELECTRIC CQO. 
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AN IRISHMAN and a fan. James 


McGinn of the Munro Electric Supply 
Co., Fall River, Mass., was unpacking 
a Robbins & Myers fan and click—a 
picture. When Jim was going to school 
he worked for Munro after the final 
school bell rang, but he’s through with 
school now, so he is on steady. 





TWO MEN and a cardboard gal. Gus 
Fischer, leaning against the wall, has 
charge of the New Bedford, Mass., house 
of the Nash Lighting Fixture Co. 
Herbert Gross is an inside salesman. 
Apparently the young lady's mission in 
life is to promote Westinghouse lamps. 





“ALL’S WELL”, smiles A. Lieberman 
as the photographer goes to work. 
Lieberman is one of the counter sales- 
men at the 42nd St. house of the Hobb 
Electrical Supply Corp., N. Y. City. By 
the looks of that show window the boys 
know something about good displays. 
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Sori CROMWELL was a great guy as soldier 
and statesman but would never have taken a 
prize in a beauty contest. 

At the height of his career he was sitting for his 
portrait and the artist, conscious of the great honor 
and responsibility that was his, was taking pains to 
make this portrait a masterpiece. He naturally 
played up the good points of Oliver’s physiognomy 
and toned down or completely eliminated the bad 
ones and they were many. 

One day the old boy decided to see how the paint- 
ing was coming along. He looked and exploded. 

“Where are the moles,” he shouted, “and the 
scars and the wrinkles? Put ‘em all in—paint me 
as I am!” 

A lot of guys make the mistake of trying to be 
“something they ain't’ and they fail—because 
there’s nothing so easily seen through as a sham, 
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particularly a human sham. It’s a shame to be a 
sham when it’s so easy to be yourself. 

If you’re a good clerk and like clerking, be the 
best clerk in the place, but don’t try to show the 
boys with the catalogs and the route sheets how to 
sell unless you are ready to go out and do it your- 
self. And if you’re a top notch salesman, don’t 
criticize the executives unless you’re sure you can 
do a little exec-ing yourself and are equipped to 
take over and write up the work you’re now writing 
down. ' 

Be yourself. Keep capitalizing your good points 
but don’t try to duck the bad ones—and if you're 
as good as you think you are—the “coach” will 
give you the magical nod that will put you on the 
Varsity—with all the extras that go with it. And, 
if you’ve not kidded him or yourself—the rest is 
easy! 
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7 Inserting screw driver in 


6 Receptacle is locked into 
position by quarter turn 
of screw and _ cover 
then snapped into beads. 


screw head in face of 
receptacle thereby turn~ 
ing cam into beads. 
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VIEWS OF A TYPICAL PLUGMOLD INSTALLATION 


The illustrations above show the successive stages and 
characteristic applications of Plugmold to a _ typical 
suburban residence. The view at right is the exterior of 
the house built in West Hartford, Conn.. by R. B. Swain 
for the realty firm of Skinner Bros. Architect Walter 
Crabtree, Jr. 


E BLUEPRINTS OF THIS AND OTHER TYPICAL INSTAL- 
TIONS SENT ON REQUEST. 






CAPACITY upto 6 No. 12 wires. With 
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2100 B 


Channel has knockouts for }/2 


inch conduit every 8 inches — 
also knockouts for screw holes. 


2100 C 


Cover scored in (3 inch) sec- 
tions equal in length to Recep- 
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may be substituted for scored 


sections at any point. Hence 
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where, anytime — singly or in 
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3 inches. 


2127 


A small sturdy Plug Receptacle 
with finding grooves for easy 
plug connection. Sets flush 
with Cover 2100C. 
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DOWN SOUTH the boys not only 
have their weather to brag about but 
when they go out for a day's fishing 
they really come back with something 
to talk about. These mighty fishermen 
are, front, J. H. Jamison, Square D, 
Houston; H. F. Reichardt, Reichardt 
Electric Co., Houston; Alan T. Cooke, 
Cooke Elec. Co., Houston; J]. R. Thomp- 
son, Reichardt Electric Co., Houston; 
H. F. Reichardt, Jr., Reichardt Elec. Co. 
and Henry Guokas, Square D, Houston. 
Back row, Selwyn Scharbough, Arrow 
Electric Co., Dallas; L. W. Tower, Ha- 
birshaw Cable & Wire, Houston and Al 
Barth, Square D, Houston. 


SOME MISSING but a representative 
group of the organization of the Eoff 
Electric Co., Salem, Ore., were on hand 
when the camera appeared. The four 
folks in the back, beginning at the left, 
are Donald Allison, Asel C. Eoff, Ellis 
F. Von Eschen and Ray Gallegher. In 
similar order in front are Eston Wil- 
liamson, Mary Kerber and Paul Koenig. 
















SAME NAME and same family. L. 
Lowenthal, at the right, is head of the 
Lowenthal Electric Supply Co., Hacken- 
sack, N. J. .The young lady has a 
perfect right-to have her arm around 
him for she is Mrs. Lowenthal and a 
mighty important member of the firm. 
Stanley Lowenthal knows the game 
darned well, so should be able to step 
into the management when his folks 
decide to take it easier. 


THE SMOKERS’ CLUB, might it be? 
One’s got a cigar, one a cigarette and 
sure as not, there are five pipes. A 
sale, boys? Maybe they were smoking 
the pipes of peace with Benjamin 
Electric, for these fellows recently took 
on the Benjamin line. Snapped at the 
Electra Supply Co., Inc., Poughkeepsie, 
N. Y., our friends are B. Reifler, S. 
Fleck, A. H. Brooke of Benjamin, E. 
D. Manning, N. L. Reifler, L. J. Issac 
and B. C. Manning. The cameraman 
was B. Lang of Electra. 
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THREE MEN and a book. Oscar A. 
Sager, left, is manager of the Worcester, 
Mass. house of Sager Electrical Supply 
Co. Edward Powers, a radio man of the 
last word, heads that department for the 
house. That hardworking student, 
Henry Bergquist, looks away from his 
studies while the bulb flashes. 


ALL SALES MINDED. During the 
summer, Bryant Electric held its sales 
meeting at Bridgeport, Conn. The cam- 
era man requested the boys to step out 
on the lawn and watch the birdie. In 
the picture are district managers, field 
representatives and members of the 
headquarters staff. 


LIGHTING EXECUTIVES. During 
the recent Curtis Lighting sales confer- 
ence, the cameramen backed five of the 
Curtis executives against the wall and 
went to work. From left to right, H. R. 
Eldredge, New York City sales man- 
ager, G. T. Morrow, assistant sales man- 
ager, N. B. Hickox, vice president in 
charge of sales, Darwin Curtis, president 
and L. H. Graves, vice president. The 
meeting was held at the Palmer House. 


GRAND OPENING. A short time ago 
the Pawtucket, R. I., house of Royal 
Electric Supply Co. was enlarged with 
new show rooms for fixtures and major 
appliances. These are a few of the 
folks who were on hand. Front. Wydell 
Bristow, A. Beauvais, James Sacs, Leo 
Rainville, Edward Egavain, Larry Ega- 
vain and Mrs. Hugh Carroll. Center 
Row. H. Smith, Sam Hartness, Al 
Morin, Hugh McVey, Gideon Brown, 
Mr. Paul, Walter Metters, J. W. Met- 
ters, G. N. Najarian, Hugh J. Carroll 
and Arch Messerlian. Back Row, Joseph 
Gravina, Cliff Baxter, John Konjoian, 
Sarkis Papazian and Leon Najarian. 
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be used for the storage of two 
trucks, thus saving garage expense. 

A one story warehouse permits 
the most efficient handling of mate- 
rials, eliminates elevator expense, 
and is likely to avoid special rein- 
forcement of the area where rigid 
conduit is to be stored. In any 
event, the number of floors must be 
kept at a minimum, and, if possible, 
more than three floors should be 
avoided, as every additional level 
adds to handling expense and makes 
supervision more difficult. A base- 
ment with two upper floors is a 
fairly satisfactory arrangement, es- 
pecially if the ground below the first 
floor area, where conduit is to be 
stored, can be left unexcavated, to 
eliminate the necessity of reinforce- 
ment. 

If more than one floor level is 
necessary, some thought must be 
given to the most advantageous lo- 
cation for the elevator. This will 
depend somewhat on the shape of 
the building, but in general it should 
be placed against a wall and as near 
the shipping and receiving depart- 
ments as possible. On each floor, 
the heaviest and fastest moving 
stock should be placed near the ele- 
vator shaft. The elevator should 
have, on the average, a load capacity 
of 1500-2000 Ibs. and a platfrom 
approximately seven-feet long and 
five-feet deep. Most cities require 
that the elevator shaft be enclosed 
with fireproof material. 

A labor saver in a building of 
more than one floor is some simple 
form of conveyor between the vari- 
ous floors. It simplifies the move- 
ment of standard packages and re- 
duces handling and elevator opera- 
tions. Another time-saver in a new, 
or remodeled building, is a floor 
level platform scale in the shipping 
area, which will reduce handling in- 
cident to weighing. A 1000-pound 
capacity scale should do the job. 





Next month, in his concluding 
article, Mr. Sioussat suggests 
many practical ideas for laying 
out the interior of a warehouse. 
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CONTINUED FROM PAGE 10——— 


still a problem of concern to all cor- 
porations. Congress will probably 
modify the present law but any corpo- 
ration should keep its earnings against 
a rainy day and pay the tax for doing 
so. 

The special session of Congress 
about to convene will be watched with 
care as new tax imposts may be ex- 
pected, new disguises for gifts to 
farmers and wages and hour legisla- 
tion. New taxes may take the form of 
some sort of sales tax paid by manu- 
facturers and other producers. 

The delegation of government au- 
thority to commission is a most dis- 
turbing trend. During the past four 
years more authority has been so dele- 
gated than ever before in the history 
of the country. These commissions 
are responsible to no one, they can 
legislate by orders, not only enforce 
law but often create it. 





Some Aspects-of The 
Electrical Industry 


——— CONTINUED FROM PAGE |1-——— 


electric current used per year. Better 
health, better working conditions, a 
higher standard of living result. 

Then comes radio. Of all the con- 
sumers served by the Philadelphia 
Electric Company, 92 per cent, have 
radio. Mass production, new styled 
products, lower prices account for the 
tremendous public acceptance. 

The wholesaler of electrical products 
and his salesmen are essential factors 
in creating better social standards and 
better standards of living in their com- 
unities. They are responsible for mak- 
ing the social and economic aspects 
of the electrical industry most con- 
structive. No business can be a 
success unless it serves mankind. The 
clectrical industry makes life more 
worth living. 





Committee Reports 
——CONTINUED FROM PAGE 13——— 


Ventilating and Air Conditioning 
; Equipment 
G. K. Heyer, Acting Chairman 
It was recommended that: (1) 


Wholesalers keep in touch with the 
growth of the air conditioning in- 





dustry. (2) Wholesalers develop heat- 
ing and plumbing supply dealers, air 
conditioning dealers etc. as their best 
outlets. (3) Wholesalers encourage 
manufacturers to rate installations uni- 
formly for the benefit of consumers. 
It was thought that portable air con- 
ditioners will offer the most profit- 
able opportunities to electrical whole- 
salers, but only on a “take order” 
hasis at present. 


Refrigeration 
D. H,. O’Brien, Chairman 


This product needs specialty selling 
methods and the question was raised 
by the committee whether the whole- 
saler can make money on such op- 
erations. The answer was in the 
affirmative and it was stated that whole- 
salers are likely to do more domestic 
refrigeration business as time goes on. 
At present it is estimated that whole- 
salers of the type represented by 
NEWA do about 16 to 20 per cent 
of the total domestic electrical re- 
frigeration business in the country. 


Radio and Tubes 


P. Stern, Chairman 


Special offers by manufacturers on 
tubes will continue, as well as con- 
signment of regular sets as long as 
manufacturers are overstocked. It 
was recommended that wholesalers 
give more attention to sales of radios 
and radio tubes as it is a line requir- 
ing specialization if carried at all. 


Ranges and Water Heaters 


H. I. Sackett, Chairman 

The committee expressed itself as 
appreciative of the promotional work 
being done on these products by utili- 
ties and expressed its hope that the 
work would continue. It was recom- 
mended that wholesalers themselves 
and tleir sales forces use electric 
cooking, that~sales forces be better 
trained in the use of manufacturer 
dealer helps, and that wholesalers co- 
operate with their local Electrical 
Leagues in promoting range and water 
heater installations. 


Outside Construction 
Materials 
G. F. Hessler, Chairman 


It was recommended that manu- 
facturers consider according recogni- 
tion to the actual costs of doing 
business in such products incurred 
by wholesalers, and that manufacturers 
adopt some formula to adjust freight 
allowances to actual costs. 
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Still More 
Convention Shots 





E, Glatthar, Art Metal Co. and Sam Cohen, Standard Elec., 


In The Lobby. G. 


Pontiac, Mich. 


Near The Elevator. W. H. Coffman, Crescent Sales Co., Detroit, and A. S. 
Merrill, Simplet Elec. Co., Chicago. 

Appliance Man. FE. E. Edman of Landers, Frary & Clark. 

Reflector Man. Basil Kodjbanoffi of Benjamin - Electric. 

At The Meeting were Robert C. Graves of Trumbull and W. E. Sprackling 


of Anaconda. 
Editor Goes To Work. John Frederick of Electrical Wholesaling. 


Friendly Competitors. Reggie Renaud, Harvey Hubbell, Chicago, and S._ D. 
Whitford, P. & S., Chicago. 


Some Gang. D. Abramowitz, Presto Elec., N. Y. C., W. K. Dickie, Mfg. Agent, 
Pittsburgh, A. N. Hyams, Wadsworth, Pittsburgh, G. E. Wehner, Mfg. Agent, 
Pittsburgh and Charles R. Norrish, Charles R. Norrish Co., Pittsburgh. 


Goldman, Commercial Electric, Toledo, and Joe 


Buffalo. 


At The Hotel were N. C. 
Markel, Markel Elec. Products, 


With Bryant. Bill Weaver and Harry Seim. 
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The NEW (FA)“DUBLBRAK ” 
CIRCUIT BREAKER insures double value performance 


It protects lighting and appliance branch circuits against sus- 
tained overloads or short circuits when protection is needed. 





YET because of the properly engineered time lag feature of the 
thermal element unnecessary and annoying interruptions of 
service are avoided. 


WHEN YOU SELL (A “DUBLBRAK” YOU SELL PROTECTION 
AND CONTROL 


Approved by Underwriters’ Laboratories for both AC and DC service 125 volt 
6 to 50 ampere. Available January 1, 1938. 


Frank Adam 


ELECTRIC COMPANY 


ST. LOUIS 
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Grom the News 


Allen Electric Makes 
Improvements 

The Allen Electric Co., Cleveland, is 
making alterations to its quarters at 
2112 E. 19th St. The changes include 
general interior remodeling, installa- 
tion of new elevators and a loading 
platform. 

The new building contains two stories 
with about 27,000 square feet of floor 
space. 


Havens Electric Announces 
Personnel Changes 


B. J. Coughlin, who has been on the 
sales force of Havens Electric Co., 
Albany, N. Y., for the past 20 years, 
has been named supply sales manager. 
Clifford Chisholm, formerly an appli- 








NOW PRESIDENT. Bonnell W. 
Clark’s many friends in the electrical 
industry will be pleased to learn that 
he has been elected ‘president of the 
Westinghouse Electric Supply Co. 
Entering the wholesaling game back in 
1906 when he joined the Robertson- 
Cataract Co. of Buffalo, he has been con- 
tinuously in electrical wholesaling since 
that time, except during the period from 
1916 to 1920, when he was sales man- 
ager of the Gould Battery Co. 

On Jan. 1, 1925, he joined the West- 
inghouse Electric Supply Co. as a special 
representative. At that time the com- 
pany operated 14 wholesaling houses and 
was experiencing rapid growth. Mr. 
Clark took an active part in the expan- 
sion program by purchasing existing 
houses and opening new branches. In 
1929 he was named general manager 
and became vice-president and director 
in 1932. From 1930 to 1932 he was 
chairman of NEW A. 
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ance specialist with General Electric, 
has joined the company as appliance 
sales manager. 

Francis M. O’Keefe and M. G. Pfaf- 
fenbach have also joined the sales 
force. O’Keefe is a general salesman 
traveling northern N. Y. and Pfafen- 
bach is an appliance specialist covering 
the territory outside of Albany. 


Arvedon Bros. Add 
Radio Line 

Arvedon Bros., of Boston, announce 
that they have been appointed exclusive 
distributors in Maine, New Hampshire, 
Vermont, and eastern Massachusetts for 
Fried Eisman radios. 


Anchor Light Entertains 


A short time ago, the Anchor Light 
Appliance Co., Pittsburgh held a meet- 
ing which was attended by approximately 
100 members of the National Industrial 
Stores Association. At the conclusion 
of the business meeting, everyone de- 
parted for the Seventh Ave. Hotel, 
where refreshments and entertainment 
were furnished. 


Georgej Patterson Awarded McGraw 
Contractor-Dealer Medal 


George W. Patterson, president of 
the Patterson Electric Ltd., Toronto, 
was presented with the 1937 James H. 
McGraw Contractor-Dealer Medal on 
October 20 at the annual banquet of 
the National Electrical Contractors As- 
sociation held in Los Angeles. 

The award was presented to Mr. Pat- 
terson because of his contribution to 
the contractor-dealer branch of the 
electrical industry, through his leader- 
ship in promoting higher standards of 
estimating by creating from NECA 
cost data, a guiding manual and 
monthly service of labor units for elec- 
trical construction. 

The committee of judges which 
awarded the medal consisted of E. G. 
May, Howard L. Miller, S. J. O’Brien 
and J. Roland Stolzenbach. 


Niagara Group Launches 
Lighting Campaign 

Launched with an afternoon and 
evening sales conference on September 
20, the third annual Fall Lighting Sales 











TEAMW ORK is the watchword of this 
pair, who work side-by-side at the Mis- 
souri Valley Elec. Co., Kansas City, Mo. 
Ernie Vogel, left, handles the stock rec- 
ords and Jim Clement quotations, but 
these are only part of the good work 
turned out. 





Contest of the Electrical League of the 
Niagara Frontier is in full swing. 

The first contest developed sales of 
equipment and lamps totaling some 700,- 
000 watts of installed capacity. Again 
in *36 the contest took hold and re- 
sulted in a total of 2,000,000 watts addi- 
tional load. The boys expect a com- 
parable increase again this year. 

At the afternoon session of the sales 
conference, 150 lighting salesmen rep- 
resenting contractors, wholesalers, man- 
ufacturers and utilities were in attend- 
ance. The evening program drew 314. 
Among the speakers were: R. D. 
Glennie, J. K. B. Hare, A. K. Gaetjens, 
G. R. LaWall, Samuel S. Vineberg, O. 
C. Cleaver, E. H. Robinson, A. H. 
Uhrlandt, E. F. Strong, M. E. Skinner 
and Herb Metz. 








COUNTER SALESMEN of the United 
Electric Supply Co., New London, Conn., 
temporarily desert the counter to face 
the camera. At the right is Frederick 
Cluny. In the center stands Lloyd 
Daniels and the gent with the zipper 
shirt is Robert Damon. 
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L - 
LABORATQ 


Now TWO MORE 
Lighting Reflectors with the 


REM LASEL 


Now, there is further assurance of Better 
Light and Lower Maintenance Costs 
through the specification of RLM labeled 
reflectors. 

With the same exacting laboratory and 
engineering tests as were employed in es- 
tablishing quality standards for the Dome 
Reflector, THE RLM STANDARDS INSTITUTE 
has now set up similar standards for the 
Symmetrical Angle and Deep Bowl 
Reflectors. 

Thus, today, the RLM LABEL asacertificate 
of uniform quality and a warranty of con- 
formance to quality standards, means 
more than ever before to buyers and speci- 
fiers of Lighting Equipment. 


Basically the RLM LABEL stands for: 


1 MORE LIGHT AT NO EXTRA 
COST 

Efficiency specifications are 10-12% higher 

than average reflector efficiency. 


2 BALANCED LIGHTING 

Proper distribution and adequate dif- 
fusion are just as important as the amount 
of light. rum Specification Porcelain 
Enamel has no known equal as a reflecting 
surface for Balanced Lighting. 


3 LOW REPLACEMENT & MAIN- 
TENANCE COST 

RLM Specification high quality porcelain 

enamel is the most durable of all reflecting 

surfaces. Being easier to clean, mainte- 

nance costs are reduced to a minimum, 


UNIFORM QUALITY 

To insure uniformity of quality and 
conformance to RLM Specifications, in- 
spections and tests are continuously con- 
ducted by the Electrical Testing 
Laboratories of New York, an independ- 
ent Testing Organization. 


REM oTANUAROS: INSTITUTE 


IN OC OR PORAT £i 





THE CERTIFICATE OF 








UNIFORM QUALITY 


L T 
LABORATORIES 







For further information about RLM Re- 
jlectors and a copy of the RLM Siand- 
ards Specifications for Dome Reflectors, 
you are invited to communicate with any 
of these manufacturers of RLM Siand- 
ard labeled reflectors. The letters RLM 
mean Reflector and Lighting Equip- 
ment Manufacturers. 

ABOLITE REFLECTOR COMPANY 
West Lafayette, Ohio 
BENJAMIN ELECTRIC MFG. CO. 
Des Plaines, Illinois 
GOODRICH ELECTRIC COMPANY 
Chicago, Illinois 
THE MILLER COMPANY 
Meriden, Connecticut 
OVERBAGH AND AYRES MFG. CO. 
Chicago, Illinois 
QUADRANGLE MFG. COMPANY 
Chicago, Illinois 
SMOOT HOLMAN COMPANY 
Inglewood, California 
WESTINGHOUSE ELECTRIC AND 
MFG. COMPANY 
Cleveland, Ohio 


WHEELER REFLECTOR CO. 
Boston, Massachusetts 
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George Butler Firm Represents 
Triangle In Midwest 


The Triangle Conduit & Cable Co., 
Inc. has appointed the George Butler 
Electric Sales Co., 552 W. Adams St., 
Chicago as representative in northern 
Illinois, southern Wisconsin and the 
states of Indiana. Iowa and Nebraska 
for their complete line of conduit, wire 
and cable. 

George Butler entered the electrical 
business with the Western Electric Co., 
then went with the Economy Fuse & 
Mfg. Co. and Steel and Tubes, Inc. 


Warren Telechron Makes 
Changes In Sales Force 


A. A. West, formerly St. Louis dis- 
trict manager for the Warren Tele- 
chron Co., has been transferred to Chi- 
cago in the same capacity. He suc- 
ceeds W. L. Howell. The St. Louis 
position has been taken over by David 
Blair, Jr., formerly supervisor of the 
order service section. R. T. Woodward 
will sell Telechron clocks in the Pitts- 
burgh territory. 


Cutler-Hammer Makes 
Sales Appointments 


E. T. Rees has been appointed man- 
ager of the Indianapolis office of Cut- 
ler-Hammer, Inc. Rees has spent 25 
years in the sales field, the past five 
with Cutler-Hammer. 

F. J. Woldrich has been placed in 
charge of the newly opened sales 
office at Portland, Ore. Upon gradu- 
ating from college, Woldrich associ- 
ated with a motor manufacturer and 
in 1933 became associated with Cutler- 
Hammer. 

Elmer F. Weiss is the new manager 


of the Detroit office, succeeding A. R. 
Johnson, who has been made merchan- 
dising manager of “the company. Elmer 
has been with Cutler-Hammer since 
graduating from Carnegie Tech in 
1922, 


Philadelphia Association Holds 
Annual Lamp Contest 


The fourth annual lamp contest of 
the Electric Association of Philadel- 
phia is being held from October 1 to 
November 30. To stimulate interest 
in the campaign, prizes are offered to 
both dealers and distributors’ salesmen. 

Every wholesaler’s salesman will re- 
ceive a prize of $5.00 for every prize 
winning dealer whom he contacts, re- 
eardless of the classification of the 
dealer or the amount of the prize won 
by the dealer. 

Further, there will be five additional 
cash awards to the wholesalers’ sales- 
men who have the greatest number of 
prize winning dealers. 


Mitchell Heads Westinghouse 
Construction Activity 


Mr. L. F. A. Mitchell has recently 
been appointed to head the construc- 
tion industry section for the Westing- 
house Electric and Mfg. Co. Formerly 
assistant manager of sales for the Ca- 
nadian Westinghouse Company, Mr. 
Mitchell will be responsible in his new 
position for making the facilities and 
engineering services of the company 
available to the entire construction 
field, including contractors and the com- 
pany’s agent jobbers. 


IN THIS LINEUP are three of the 
gentlemen who come under the banner 
of the Hobb Electrical Supply Corp., 
New York. The treasurer of the com- 
pany, Leo Siegel, is the fellow with hi: 
arms folded across his chest. Harold 
Lieberman, center, is purchasing agent 
of the 42nd St. house and Seymour 
Pliskin is a counter salesman there. 
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Sales by Geographic Regions, for September 1937 


(Compiled by the U. S. Department of Commerce) 





Percentage change) 
Sept.-1937 from | 


Sales in Dollars 











Regions | Cumulative first nine months 
Sept. Aug. Sept. Sept. Aug SS ———_—_—— 
1936 1937 1937 1936 1937 | 1937 | 1936 
ee = 4 Pe ee HET é 
| | 
North Eastern. eRe + 0.6 | 1,097,377 | 1,011,597 1,091 , 262 | +28.6 8,817, 186 6,856 , 059 Bo, 
Middle Atlantic 4 +17.4 — 5.1 1,855,876 | 1,580,182 1,954,970 | +42.7 | 17,901,399 12,545,177 
East North Central | +28.4 — 6.9 1,462,019 | 3,474,569 4,791,042 | +35.1 | 28,746,713 21 , 284,759 ' 
West North Central. | +59.5 +30.4 1,951,191 | 1,222,938 1,496,557 | +69.0 | 11,450,956 | 6,774,179 150 
South Atlantic. en +31.4 + 9.7 1,064, 438 810,094 969 , 999 | +53.0 | 9 374,533 | 6,125,301 
West South Central .| +41.9 + 4.0 | 575, 567 405 , 500 553,668 | +41.7 | 4,150,481 | 2,929,935 
Pacific. . . +12.9 — 4.4 2,200,328 | 1,948,584 2;301 ,572 | +23.0 | 17,762,972 14,446,104 
. a. ie | | 
U. S. Total +25.8 + 0.1 | 13,575,676 | 10,795,530 | 13,563,943 | +38.6 100 , 560,176 | 72,535,310 
| NOY 
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THIS STORE IS 
LIGHT-CONDITIONED 


NEW CURTIS LUMINAIRES 
PROVIDE 2 -WAY LIGHTING 
FROM ONE LIGHT SOURCE 


<@@ inoirect lighting for “eye comport / 


Seeing efficiency in a store ... for customers and salespersons ‘ 
. is maximum under Curtis adequate indirect lighting. The 

glareless, evenly diffused qualities of indirect lighting make 

seeing easy, quick, accurate . . . provide a cheerful, progres- 

sive store atmosphere. In addition to general indirect light- 

ing this attractive luminaire equipped with ONE lamp gives 


mmm lighting for “plus” selling 
High intensity direct lighting, properly controlled and concen- 
trated on the selling area, is a business stimulator . . . attracts 
“EDGE-MONT” attention by adding sparkle and brilliance to merchandise... 


Patented ‘‘Edge-Ray”’ ring, self-illuminated bowl inspires impulse buying. 
bowl: Made of Lunax Aluminum, finished Lustrous Aluminum 











Control Louvers: Made of Steel, painted Mat Gray 
750 to 1500 Watts Cat. No. 1280; 500 Watts Cat. No. 1260 


MAIL THE COUPON 


bt complete specifications on ‘'Edge-Mont” and other 
Curtis ‘'Ferree-Rand”’ direct-indirect luminaires 
(Manafactured under U. S. Patents Nos 1,906,559 and 1,894,583) 


Curtis Lighting, Inc. 


1123 West Jackson Bivd., Chicago 






Sen Rie ae Be MNO, goons anak oc esawcecrastcscuaededescoece 
new‘'boon”’ for merchan- 
dising with light. ..Send 
me the details on ‘Curtis 
‘‘Ferree-Rand” direct- 
indirect luminaires. Cily.........-...-eeeeeeee cers Os cinsie nas ° 

























Wholesalers! 
Tell this to 
your customers 


This photograph illus- 
trates the convenience 
and economy of using 
Appleton No-Thread 
Unilets. Cramped 
quarters, tight corners, 
are easy for Appleton 
No-Thread LU nilets. 


WIRING COSTS 
Reduced 


You can save time and labor with Appleton 
No-Thread Unilets. They are easy to install 
— and they will last a lifetime. 

All you do is insert the conduit—and 
tighten the nut. And they are easy to handle 
in tight corners and cramped working space. 

Appleton No-Thread Unilets are made of 
malleable iron—and their cadmium finish 





» pe —— 
No-Thread Unilet 





Typ iii ” 
4 ‘ i ; No-Thread Unilet 
resists corrosion and rust. There is a size and 


type for every job. Send for free catalog. 





Sold Through Wholesalers 


APPLETON ELECTRIC COMPANY 


1734 WELLINGTON AVENUE CHICAGO, U. S. A. 


T pe “ LL” 
No-Thread Unilet 


Detroit: 7310 WoodwardAve. 
Sr. Louts: 420 Frisco Building 
ATLANTA: 203 Luckie St.N.W. 


New York: 76 Ninth Avenue 
San FrRANCcIsScoO: 655 Minna St. 
340 Azusa St 





Los ANGELES 


APPLETON 
No-Thread Malleable 


The Original Threadless Conduit Fittings t INILETS 


Reg. U.S. Pat. Off. 


No-Thread Coupling 
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| of the vice presidents of 
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FOUNDER and inventive genius of 
The Paine Co. is M. H. Paine, who in 
his 86th year, is still in his prime and 
rarin’ to go every day. Some years ago 
he had completed 25 years of service 
with the Heywood-Wakefield Co. At 
the time he was plant superintendent 
and began feeling rather upset from one 
thing and another. His doc said it was 
too bad, but M. H. would have to take 
things easy. He resigned his good job 
and began puttering in his basement. 
His puttering led to the development of 
the first spring wing toggle bolt. He 
organized the Paine Co. He has had lots 
of fun since then planning, designing 
and developing each Paine product. This 
fine gentleman has developed his own 
cure for “overwork”—that is, find some- 
thing to hold your interest and work at 
it harder than ever before. 





Steel & Tubes Appoints 
Benfield Conduit Manager 


Herbert H. Benfield has been ap- 
pointed manager of conduit sales for 
Steel and Tubes, Inc. Benfield has 
been district sales manager in San 
Francisco since 1930, going to the coast 
after a year with the company. He is 
a graduate of Western Reserve Uni- 


| versity. 


Arthur D. Grove, with the Chicago 


| office for the past 12 years, has gone to 
| the Coast to become district representa- 


tive in northern California and Ne- 
vada. He headquarters at 718 Rialto 


Bldg., San Francisco. 


Crosley Makes Promotions 


Powel Crosley, II, for some time one 
the Cros- 


| ley Radio Corp., has been placed in 


| 
| 
| 
| 


charge of the radio set manufacturing 
division of the company. J. P. Rogers, 
also a vice president, is now in charge 
of the private brand division which 
covers the sale of automobile sets to 
car manufacturers and special brand 
radios and refrigerators to large users. 
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HERE’S A GLIMPSE OF GROWING PROFITS... 








g 


& 


LAMP 
TYPE H 
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Glance at the chart. Note how rapidly the sale of 
Type-H General Electric Mercury Lamps is in- 
creasing. Bear in mind that there is profit for you 
not only in the new business but in the steadily- 
increasing income from replacement sales which 
you can build. 

60% to 140% greater efficiency is one of the 
outstanding sales advantages of this modern light 
source. It’s a natural in today’s market—where 
the trend to better lighting in industry is spread- 
ing—because competition demands better light for 
better sight and better, more efficient production. 

If your customers want a psychologically cool 
“white” light it can be obtained by combining 
mercury and incandescent lamps. Many conven- 
tional type luminaires are now on the market for 


this purpose. 


Order your auxiliary devices which were 
designed especially for these lamps from the 
General Electric Vapor Lamp Company. 
Order the lamps from any of the seven- 


teen Sales Divisions of the Incandescent 
Lamp Department. 


GENERAL @ ELECTRIC 


849H 
Incandescent Lamp Department 
Dept. 165, Nela Park, Cleveland, O. 


General Electric Vapor Lamp Co. 
891 Adams St., Hoboken, N. J. 














LIGHTING LEVELS UP... 
MAINTENANCE COSTS DOWN 


after Birdseye Reflector 


Stee 


Lamps were installed” 


That's a condensation 
of hundreds of reports 
from front-rank indus- 


trial organizations. 


© eeak® 
SX 


sna 
URE TE SE oY 


Here’s the story behind Birdseye performance: 


LAMP AND REFLECTOR A SINGLE UNIT 
Birdseye Reflector Lamps are inside-silvered, making each lamp its own 
reflector. No special wiring or auxiliary equipment is required. That's 
why maintenance costs go down. 


EVERY RAY CONCENTRATED ON THE JOB 
Filament at exact focal point—every watt turned into useful light—every 
ray thrown directly on the work plane—no absorption due to soiled or 
surface-worn reflectors. That’s,why lighting levels go up. 


LOW SELLING PRICE—HIGH PROFIT MARGIN 


Picture the profit possibilities of a lamp that literally “earns while it 
burns’ — yet sells at a price comparable to ordinary lamps. Add to this: 
a profit margin distinctly above average . . . an uncrowded field of 
operation . . . a workable selling plan. That's what Birdseye offers its 
distributors. For complete details of this money-making proposition, 
write: Birdseye Electric Co., 100 East 42nd Street, New York, N. Y. 


BIRDSEYE REFLECTOR LAMPS 


Inside-Silvered A Self-Reflecting 
100 East 42nd St. 6) New York, N.Y. 


Factory: Gloucester, Mass. 





Reg. U. S. Pat. Off. 


INDIRECT 


= 


INTENSIFYING SPOTLITE 


























All beams concen- All beams thrown Conibination concen- Color correction 
trated downward on upward in a power- trator and diffuser with minimum light 
work plane. ful punch of light. with Swivel Base. absorption. 











New Book on 
Specialty Salesmen 


James Maratta has just written a 
very helpful book for appliance dis- 
tributors. The author has had much 
experience in managing sales forces in 
this field, and has found ways of in- 
creasing sales and decreasing costs for 
some of the most important organiza- 
tions in the country. He tells about 
how he did it in a realistic way, and 
wastes no time or space in theoretical 
discussion. 

His advice about such problems as 
the preparation of successful Sales Help 
Wanted advertisements, the development 
and use of selling tools for specialty 
salesmen, the technique of conducting 
group meetings, the value of contests 
and prizes, the uses of sales literature, 
and the most effective ways of making 
prospect-canvassing an exciting and 
profitable job, are well worth study. 
(“How to Find, Train, and supervise 
Specialty Salesmen,” 93 pages, $2.50, 
Council For The Improvement of Spe- 
cialty Selling, New York, N. Y.) 


Davis Of Holophane Locates 
In Portland 


Paul Davis, for many years in the 
illuminating engineering division of 
Holophane Co., New York, has been 
appointed sales and engineering design 
representative for that company in the 
states of Oregon and Washington. He 
will headquarter at the G. E. Supply 
Corp. in both Seattle and Portland. 








IN THE DOORWAY of the Provi- 
dence house of General Electric Supply 
Corp. are assembled a few of the folks 
The gentleman at the left is Salesman 
“Bill” Higgins. Next is “Bob” Eldridge, 


counter salesman. The young lady is 
Hazel Greenwood. a pon stenographer. 
John O’Donnell is in the radio service 
department, “Bill” Wilks Jr. works in 
the operating end of the business and 
Owen Mullen runs the truck. 
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THAT’S ALL THERE IS8- 


to the construction of a SHUR-LAG RENEWABLE FERRULE TYPE FUSE. But 
there is a great deal more to a SHUR-LAG, for your benefit and protection, because 
of its construction. 








The link is clamped directly to the solid end caps. You can remove or 
insert the link at either end of the fuse, and there is plenty of room to do it easily. 
And the link IS OF UNIFORM THICKNESS THROUGHOUT ITS LENGTH. 


When it blows, you can still remove it easily and instantly. 


Minimum number of parts; ruggedest construction; proper time-lag to pre- 
vent needless blowing, yet to forestall damage. The utmost in economy, service, 
and protection — and the price is no higher. 


SHAWMUT <=> SHUR-LAG 


RENEWABLE FUSES 


Approved by Underwriters’ Laboratories 


‘(Ohe CHASE-SHAWMUT COMPANY - NEWBURYPORT - MASSACHUSETTS 
Fuse makers since 1893 
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He} ‘Tce aid: 


LOW CURRENT CONSUMPTION 


SHOCK RESISTANCE 
NO LAG 


ealurces 


that keep 


a 


NEON GLOW LAMPS 


IN STEADY DEMAND 


Here’s a full line of dependable, low-wattage lamps that moves 
fast ... and with a minimum of selling effort. That’s easy to 
understand, when you consider the many exclusive advantages 
of NEON GLOW LAMPS. 

They have a normal life of 3,000 hours, and if burned con- 
tinuously, the largest size costs about 2 cents per month for 
current, Having no filament, they are highly resistant to vibra- 
tion and shock. Naturally, industry everywhere is using this lamp 
for pilot and indicator lights, and test lamps; and stores, theatres 
and other commercial buildings use them almost exclusively for 
exit lamps. They are available in five sizes ranging from Y, watt 
to 3 watts, and are furnished with bases to fit standard sockets. 
If you do not stock this line, let us send you full data on its 
profit opportunities. Write today . . . General Electric Vapor 


Lamp Company, 891 Adams Street, Hoboken, New Jersey. 


GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 












MERCHANDISE MANAGER. Arnold 
Johnson is now manager of the Merchan- 
dising Sales Division, in charge of Dis- 
tributor Sales for Cutler-Hammer, Inc. 
Arnold joined Cutler-Hammer back in 
1917 as a member of the sales depart- 
ment. In ’24 he was moved to the 
Chicago office and four years later went 
to Detroit as manager of that sales 
office, which position he held until his 
present promotion. Johnson is now 
located at Milwaukee. 





Whiting And Monesmith Address 
Niagara Group 


The Electrical League of the Ni- 
agara Frontier held its second meeting 
of the 1937 series of Practical Talks 
on the evening of October 5 at the 
Hotel Statler, Buffalo. 

S. E. Whiting, chief engineer of 
the Liberty Mutual Insurance Co. 
talked on “Low Voltage Electric Shock 
Hazards” and E. R. Monesmith, elec- 
trical engineer of the Crouse-Hinds 
Co. discussed “Electrical Hazards to 
Plant and Property.” 


Paul Sternberg Appointed 
Rhodes Comptroller 


M. H. Rhodes, president of M. H. 
Rhodes, Inc., Rockefeller Center, New 
York, has named Paul Sternberg as 
comptroller in charge of the finance and 
accounting departments. 

Sternberg has been long connected 
with financing which experience will 
enable him to do an able job for Rhodes. 
He headquarters at the factory in Hart- 
ford. 


Mercoid Organization Changes 


The Mercoid Corp., Chicago, IIl., 
manufacturers of automatic controls, 
has transferred Bassett Lerch from its 
Chicago factory to St. Louis, Missouri. 
Russel MacDonald is now with Mer- 
coid at their Boston office, and Paul J. 
Provost is now located at the Philadel- 
phia office. 
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Our fixed policy of “Distribution Via 
Established Electrical Wholesalers” has 
held through over half a century. You 
have been our means of selling 
A Quality Product iii General Cable products. We have en- 
backed by a Consistent deavored—and continue—to cooperate 
in full measure in your sales success. 


GENERAL CABLE 
CORPORATION 


Sales Offices: ATLANTA ~- BOSTON ~- BUFFALO - CHICAGO - CLEVELAND 
DALLAS - DETROIT - LOS ANGELES - NEW YORK - PHILADELPHIA - PITTSBURGH 
ROME (N.Y.) - SAN FRANCISCO - ST.LOUIS - SEATTLE - WASHINGTON (D.C.) 


Merchandising Policy 
= ° 








mostunr-rsistinc BULLDING WIRE 


® 
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YOU CAN JUDGE A PRODUCT BY ITS MARKETS... 


factories municipalities 


railroads . public utilities 


homes. . . . department stores 


these are HYGRADE markets 


Modern industry has an eye towards progress. In lighting, for 
example, industry demands the latest. That is how Hygrade 
became industry's lamp. 

Hygrade Lamps are expertly tested for quality before they 
are placed on the market. No expense is spared at the Hygrade 
plant to assure Hygrade buyers of Tested Quality Lamps that 
will not burn out or blacken prematurely. And the result is that 
Hygrade wholesalers have found a market as wide as American 


business itself. 


REG US PAT OFF 


6 
é 












Look forthe Hygrade 
triangle, the mark of o 
vell known brand. 






Also makers of the World-Famous Sylvania Radio Tubes. Copr. 1937, Hygrade Sylvania Corporation, Salem, Mass. 









Boston League Has New Home 


The Metropolitan Electrical League 
of Boston, Mass., has moved into new 
quarters at 216 Tremont Street in that 
city, where it has about double the 
former space available. A useful fea- 
ture is a large conference room for 
members, available days or evenings. 
John J. “Jack” Caddigan of the Boston 
Edison Company continues as acting 
manager of the League. 


Electrical League Association 
Holds Second Conference 


On October 6 and 7 the second an- 
nual conference of the International 
Association of Electrical Leagues was 
held in the auditorium of the Electrical 
and Gas Association, New York. 

The opening day was devoted to a 
session covering all branches of the 
electrical industry. The regular meet- 
ing of the New York Association was 
held on the sixth at the Astor Hotel. 
Floyd L. Carlisle, Chairman of the 
Board of the Consolidated Edison Co., 
of New York, talked on “The Inter- 
dependence of the Various Branches of 
the Electrical Industry and -the neces- 
sity for Full Cooperation Among 
Them.” 

At the remaining sessions, speakers 
from several branches of the industry, 
made talks. 








MANAGER. The man who has charge 
of the electrical department of the Pierce 
Hardware Co., Taunton, Mass. is "Brad’’ 


Bradshaw. “Brad” has been with the 
firm for the = 12 years. Six years 
ago he was shifted to the electrical de- 
partment and in ’34 became manager. 
Last month he sold 30 reflectors and a 
mess of photo flood to the Bristol 
County Kennel Club. As the dogs near 
the finish line, the lamps go on and the 
cameraman gets set. By photographing 
close finishes, arguments are a thing of 
the past. 
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... REDUCES: HEATING IN 


Westinghouse 


@ The keynote of every feature you will find in 
Westinghouse Safety Switches is SIMPLICITY. By 
reducing every detail to its most elementary terms, 
Westinghouse engineers add years of useful life, cut 
maintenance costs to the vanishing point. 


Bases are of one-piece non-carbonizing composition. 
One-piece copper parts on switches rated 200 amperes 
and below are readily removable from the front, and 
do away with many possible sources of destructive 
heating. On switches 400 amperes and above, copper 
parts are of milled-and-ground construction, 
and are rear-connected. Complete base as- 
sembly is removable from the front. Inspection 
is a matter of merely opening the cabinet. 
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Another simple, though exclusive advantage lies in 
the Diamond-Pointed Break Jaw and Extended Blade. 
It confines beading to areas which fall outside the con- 
tact surfaces when the switch is closed. Further protec- 
tion to working parts in high-voltage types is supplied 
by the famous Westinghouse ‘“‘De-ion’”’ Arc Quencher. 


Westinghouse Safety Switches are available in all com- 
mercial sizes and ratings, Types A, C and D. For com- 
plete information, call or write your nearest 


Electrical Wholesaler Electrical Contractor Motor Dealer 
In the past, arcs have been broken extinguishes arcs instantly—ob- 
by ‘“‘stretching.”” T * ion”’ viously preventing concentration of 
quencher on 575 and 600-volt West- burning heat on contacts or arc 
inghouse switches confines, divides barriers. J 20304 





Westinghouse Electric & Mfg. Company, East Pittsburgh, Pa. 




















Every kind of conductor 
fitting you need— 


for 
tube, 

bar, 
cable, 





More than 
6,200 


items 





And every connector in the 
PENN-UNION line is reliable. 
Carefully designed and tested, 
to assure the best possible 
mechanical and electrical con- 
nection. 

Millions in service—used by 
the leading utilities and ‘“‘in- 
dustrials.”’ 


Sold by leading jobbers 


PENN-UNION 
ELECTRIC CORPORATION 
ERIE, PA. 


You'll find it in the complete line— 





or wire. 
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Norberg Joins 
Nelson Electric 


H. A. Norberg, for the past five 
years an electrical engineer with Phil- 
lips Petroleum Co., has joined the Nel- 
son Electric Mfg. Co., Tulsa, as vice 
president and general manager. Nor- 
berg will enter into the design and 
manufacture of lighting equipment, 
switchboards and control apparatus. 


Henry Clower Adds 
Tork Clocks 


Henry W. Clower and Associates of 
Atlanta, Ga., have been appointed 
representatives in the Southeast for 
the Tork Clock Co., Inc. Clower and 
his associates, W. H. Berry, Jr. and 
Morris Landers, cover seven states. 





Randolph-Now Vice President 
Of Edison General Electric 


C. P. Randolph, for many _ years 
chief engineer of the Edison General 
Electric Appliance Co., has _ been 
elected vice president of that company 
in charge of engineering. 

Mr. Randolph graduated from the 
University of Texas, then entered the 
Massachusetts Institute of Technology 
as a graduate student. From there he 
went with General Electric and helped 
| develop the first G. E. electric range. 
In 1918 he went with Edison G. E. 








FIFTY YEARS is the length of time 
that R. S. McNeil, center, has. been as- 
sociated with the General Electric Co. 


Friends, business associates and officials 
honored him recently at dinner in 
Bridgeport. The photographer snapped 
him glancing at a volume of testimonial 
letters presented by W. S. Clark, man- 
ager of G.E.’s Bridgeport Works and 
C. E. Wilson, vice president. McNeil 
began at Lynn with the Thomson-Hou- 
ston Co., was later associated with the 
lamp dept. and is now an engineer in 
the company’s appliance and merchandise 
departmeit. 
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To the final steps of rigid i in- « 
specti and testing, each pair of © 
pliers that carries the Klein trade- 
mark represents the maximum be 
plier quality. : 


Klein methods vind 





in ‘the’ 7 


light of modern mass production : 
are necessarily more costly. 

On the other hand, for a man 
who demands a plier of Klein 
quality there is no way to pro-~ 
duce it except the Klein way. 





3200 BELMONT AVENUE, | 
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ONE MOTOR FOR TWO JOBS 


HIS MOTOR IS A SALES- 

MAN that helps you con- 
vince prospects that your appli- 
ances are the best for the money and are of high 
quality throughout. 


General Electric’s high standards of quality are 
well known, and when prospects are told that your 
appliances are equipped with G-E motors, they 
take the high quality of the electric equipment for 
granted. This reputation, added to that of the 
appliance manufacturer, leaves no doubts in the 
minds of prospects about the dependability of the 
entire unit. Thus, more time can be devoted to 
talking about the advantages of domestic appliances 
and how they save their cost in a few years. 


Impartial surveys indicate that the general 
public prefers G-E motors—prefers them 
because they have a reputation for giving 





Ls 


A RELIABLE WORKMAN (9 


HIS MOTOR IS A WORK- 

MAN that is reliable, that 

is quiet-operating, and that re- 

quires little or no attention—one that makes satis- 

fied customers and leads to additional purchases 
of appliances, and brings in new customers. 





G-E motors are designed by experienced engineers 
and built to last a long time. The cast-aluminum 
rotor winding, protected stator windings, auto- 
matic belt-tightener base, and resilient-rubber 
mounting are but a few of the many G-E develop- 
ments made to meet the high performance stand- 
ards of modern appliances. 


Today, millions of G-E motors are giving lasting 
satisfaction on refrigerators, washing ma- 
chines, oil burners, and stokers—are helping 
to build confidence in domestic electric ap- 


pliances. General Electric, Schenectady, N.Y. 








many years of care-free service. . 


ete |G-E MOTORS 7 
7 |pass ALL Tests || 





| 
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EXPERIENCE 


MAKES POSSIBLE THE 
NEW MODEL W 


RELIANCE LINE 


OF SYNCHRONOUS 
ELECTRIC TIME SWITCHES 
TO INCREASE YOUR SALES 


— 
ee ee see 


E 


ill 





Extremely simple, compact, 
economical, dependable. — 
Covers practically every time 
switch need with only 3 types. 


Embodying the very latest ideas in de- 
sign and construction, this line offers 
innumerable exclusive features, giving 
you more time switch sales opportuni- 
ties. Heavily constructed for years of 
dependable service. Fully guaranteed 
against defective workmanship and ma- 
terial. New descriptive literature is just 
off the press. Write for complete in- 
formation. 


PRICES 
@ Type W-II single pole, single throw. 
ois Cacontaman eae cae $13.00 
@ Type W-22 double pole, single throw. 
2 Rr Poe renee ie tee $14.00 
@ Type W-33 single pole, two circuit. 
ENE. AOS. $16.00 


THE RELIANCE LINE OF 
TIME SWITCHES 


is comprised of the RELIANCE, RA- 
CINE, BADGER, and the new MODEL 
W RELIANCE. The 31 standard types 
in the line are the result of over 28 
years of concentration in this highly 
specialized field. Full information on this 
profitable line will be gladly sent on 
request. 


RELIANCE AUTOMATIC 
LIGHTING CO. 


1911 MEAD ST. RACINE, WIS. 
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LIVE WIRE from a live wire town. 
Otto Frankenbush, vice-president of the 
Hawkins Electric Co., is the man re- 
ferred to and Chicago is the town in 
mind. This company has recently added 
the General Electric line of supplies 
and equipment. 





Milton Smith Joins 


Enameled Metals 
Last month Milton G. Smith affiliated 


| with Enameled Metal Co. as eastern 


| district 


sales representative. Smith 


| covers a large portion of New York, 





Connecticut and part of New Jersey. 
Milton is well known to the electrical 
industry through his affiliations with 
the Electrical Products Co. and the 
National Electric Products Corp. 


Stich And Desvernine 
Join Duro-Test 


Duro-Test Corp., North Bergen, 
N. J., makers of incandescent lamps, 
recently appointed Frank R. Stich as 


| director of advertising and public rela- 


tions. His assistant will be Emilio 
Desvernine, Jr. 

A fall advertising program has been 
planned, with magazines and news- 


papers as the mediums. 


Miles Reproducer In 
New Location 


The Miles Reproducer Co., New York 
City, has moved to new and larger 
quarters at 812 Broadway, near 12th 
St. 


Benz Of U. S. Rubber Moves 
To West Coast 


Frederick D. Benz, formerly man- 
ager of wire sales at the Chicago 
office of United States Rubber Prod- 
ucts Inc., has been transferred to San 
Francisco as district manager of wire 
sales for the Pacific Division. 











A 

NEW 

DIRECT 

ROUTE TO 
GREATER SALES 


of electrical 


-~ products in 1938 


Every electrical manutac- 
turer, in planning his 1938 
merchandising program, 
knows he will meet increased 
competition in the sale of 
his line. He must determine 
how he can more intensively 
sell the electrical wholesale 
salesman on ''pushing"’ his 
line. He must use the most 
forceful, direct and effective 
method. Learn more about 
1938's new, direct route to 


"sell the salesman. '' 


READ 
PAGES 81-84 
of this publication 
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VARNISHED CAMBRIC e RUBBER POWER CABLES e BUILDING WIRE ¢6@ 


Quality — First and Always —in 


CRESCENT 


INSULATED WIRE and CABLE 














We Call These Our "Scales of Justice” 


For right here in our laboratory, raw materials either acquit 
themselves nobly or are convicted .. . To name a few cases 
that come to trial—the moisture absorption percentage of 
rubber; the percentage of moisture content of cotton; the 
percentage of pure rubber in a compound; and qualitative 
and quantitative analyses of rubber, tin, zinc, and copper ... There's no com- 
promise here, or in any other corner of our lab... . One milligram one way or 
another doesn't go . .. It's an exact science, with us, this production of wires 
and cables for practically every known electrical application. On your next 
job, call in your nearest CRESCENT representative. 





Jobber Co-Operation—A Permanent Policy 


CRESCENT ENDURITE SUPER-AGING INSULATION e WEATHER-PROOF WIR 
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CRESFLEX NON-METALLIC SHEATHED CABLE e SERVICE ENTRANCE CABLE e MAGNET WIRE e BARE WIRE 
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New Products oe 





Toaster Set 


This De Luxe tray set, built around a 
two-slice fully automatic toaster, has been 
entirely re-designed by the manufacturer. 
Large tray, available in either walnut or 
mahogany wood, is specially finished to 
resist alkalis, fruit acids and alcohol. In- 
cluded are cutting board, knife, and four 
trays. Relish dishes are newly created 
Duncan glass. Retail price, $23.50. Mc- 
Graw Electric Co., Minneapolis. 


Corrected Light Lamp 


Giving extra brilliance and increased 
color contrast without glare, this desk 
lamp comes in a variety of styles. Has 
triple-layer glass diffuser. Double action 
in the swinging arm permits flexibility 
in placing source of the light. Arm ex- 
tends to 20 in. In addition to new parch- 
ment, silk and metal shades, these, desk 





lamps are available with genuine wood 
veneer shades with decided grain mark- 
ings to harmonize with grained wood 
finishes of furniture. Lamp standard and 
base in conservative modern theme. 
Choice of wattages ranges from single 
station 75, 100 and 150 watts, to three-way 
units with both 100-200-300 and 50-100- 
150 watts. Greist Mfg. Co., New Haven, 
Conn. 
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Color Blend Transformer 


This color blend machine permits a 
blend of three colors with no stops be- 
tween colors. Changes are automatically 
timed at rate of 60 seconds to each color. 
If desired, variable time frequencies can 
be made. The device has for its basic 
principle a patented multi-volt trans- 














former. Maker recommends it for any 
application where effective lighting is de- 
sired. The Lockwood Electric Co., 3170 
Wasson Rd., Cincinnati. 


Garage Door Opener 


Made in three models for use on ver- 
tical and single and double hinged doors, 
this electric door opener is available with 
five types of controls. Standard models 
include door operating unit with main 
supporting channel, motor, gear casing and 
reversing switch, supporting brackets, 
manual house switch, driveway post with 
mound switch, connecting arm and 
bracket. If fully automatic operation is 














HTATATANATE 


DOOOROOO| eeu b uu 
UUCUUU LJ anAnoans 


— 














required, photoelectric and intermediate 
relay are available. Flashing of head- 
lights of car on photoelectric eye causes 
mechanism to operate, whether in day- 
time or darkness. Manual house switch 
will open and illuminate garage, as well 
as close and lock doors and disconnect 
driveway switch or photoelectric device. 
Where driveway switch is used, it is 
mounted on a post, easily reached from 
driver’s seat, and may be either push but- 
ton or flip switch type, plain or locked. 
R. W. Seed Mfg. Co., Upper Darby, Pa. 








Inverter 


This line of inverters consists of more 
than 32 different types for operation on 
d.c. input voltages from 6 to 220 volts 
dic. and having a.c. output of 110-220 
volts at various capacities. The line 
uses advanced circuits and new vibrator 
designs having eight + inch diameter 
tungsten contacts mounted on a dual arm 
arrangement. American Television & 
Radio Co., St. Paul, Minn. 


Suction Hose 


This hose is designed for either suc- 
tion or light pressure, such as that gen- 
erated by a blower. It is built to with- 
stand abrasive action created in the con- 
veyance of abrasives. Carcass of hose 
supported by steel wire helix. It is fin- 
ished with outside corrugations to lend 





flexibility and is available in three thick- 
nesses of pure gum tube. A somewhat 
similar hose is offered for blowing service 
where fumes or gases are conducted. 
It is of lighter construction. United 
States Rubber Products, Inc., (Mechan- 
ical Goods Division) New York. 


Indoor Sign Transformer 


Compact in its streamlined case, with 
convenient wiring compartments, this 
transformer is designed for all types of 
indoor. luminous signs. Transformer is 
designed with secondary (high tension) 
connections concealed, meeting the latest 
requirements of the National Electrical 
Code and Underwriters Laboratories. 
Primary connections are panel mounted 





inside the cap end and no soldering is re- 
quired. Removal of end caps exposes the 
wiring compartments, adequately spacious 
to make wiring easy and quick. Com- 
bination knockout and bushing in top of 
case provides for primary current entry 
through cord and plug, or through flexible 
or rigid conduit. Jefferson Electric Co., 
Bellwood, Ill. 
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“1t"s Trice 


from now on’... 


SAYS A LARGE EASTERN JOBBER ... 


‘We at one time had a worthwhile renewable fuse 
business but now that line has dwindled to pieces 
for obvious reasons—“*too many fingers in 


the pie.”° 


It’s TRICO from now on—the fuse without 
competition because nothing compares with it’s 
performance and above all “‘bare-links” wil! not 


fit into them. 


We are stocking and will push TRICO exclusively 
for wherever TRICO becomes a standard all addi- 
tional fuses or renewal elements are TRICO— 
nothing else will do—nothing will even be “‘just 


_as good.” 


With TRICO our customers will get good fuses 
from the start and continued good service will be 
automatically enjoyed year after year through the 
purchase of TRICO Powder-Packed Renewal Ele- 


ments, 


From now on we will build a fuse business for the 
future. We will be happier, our customers better 
satisfied, and with the help of TRICO’S sales pro- 


motion and Jobber Protection policy, our time, 


effort, and money will be well spent.”’ 


IT PAYS TO PUSH TRICO 


The fuse without competition 


Write for complete information or better 
still, let us send our District Representative. 


—— 


RENEWABLE FUSES 
wi 


NTH THE FAMOUS 









GENERAL OFFICES 
TRICO FUSE MFG. CO. 
MILWAUKEE, WIS., U. S. A. 








TAMPER-PROOF 
POWDER-PACKED 
ELEMENTS 
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IRVING SMITH, LTD. 
MONTREAL 
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Fittings 


These connectors and couplings are es- 
pecially designed for thin wall conduit. A 
screwdriver is the only tool necessary for 
making installations. Set-screws on fit- 
tings indent the conduit thereby making 
connections tight. Screws are designed 
to bind on threads of fittings to prevent 
loosening under vibration. Kwikon Co., 
Chicago, Il. 


Constant Level Oiler 


This constant level oiler has been de- 
signed for maintaining an accurate level 
of oil in rings and ball bearings of motors, 
line shafts, pumps and other machinery 
having oil wells. As oil is consumed in 
the bearing chamber, it is automatically 
replaced with fresh oil from the reser- 





\ 


voir. The glass reservoir is screwed to 
the solid bronze cadmium-plated fitting, 
therefore can be removed and conveni- 
ently refilled. This “Levomatic” oiler is 
available in four sizes. Trico Fuse Mfg. 
Co., Milwaukee, Wis. 


Wire Skinner 


Designed to cut and strip insulation, 
scrape wire and straighten kinks and 
bends, this tool has been created for re- 
pairmen, linemen and electricians. Hard- 
ened tool steel blades have cutting edges 
hollowed in the center to prevent wire 





from slipping out of tool. These are re- 
movable for sharpening. Aluminum han- 
dle hooks around fingers to give pulling 
grip. Tool is 5% inches long, weighs 
three ounces. Ideal Commutator Dresser 
Co., Sycamore, III. 
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Non-tamperable Fuse 


Non-tamperable plug fuse in two ranges 
(non-interchangeable) listed by Under- 
writers’ Laboratories, requiring no 
changes in existing standards for cut-out 
bases. Adapters locks into present stand- 
ard bases. Can be used without adapters 
when desired, eliminating need of carry- 
ing two types of plug fuses, since one 
type can be used to. service both new 
and old installations. Also available with 
time-delay for motor circuits. Made in 
0 to 15-amp. and 16 to 30-amp. ranges. 
All interchangeable in own range but not 
with fuses in other range. No concealed 
contacts. New contact surface provided 
every time a new fuse is inserted. Chase- 
Shawmut Company, Newburyport, Mass. 


Tube Checker 


This new tube checker is capable of 
testing the latest tubes without adapters 
or other modifications. Tube sockets are 
grouped for convenience in use. Selector 
switches and_ inter-electrode switches 
placed for operating convenience. Has 
“noise-test jack,’ where headphones or 
amplifying unit may be plugged to check 
on tube noises in any or all electrode cir- 





cuits. Hot-cathode leakage test is pro- 
vided. Direct line voltage reading can 
be made through toggle switch at any 
time while tube is under test. Operating 
controls and trim on panel are bright red 
to contrast with black background. Car- 
rying cases of polished wood, with mitred 
corners. Counter mounting base is avail- 
able. Weston Electrical Instrument Corp., 
Newark, N. J. 








Intercommunicating System 


Essentially a loud speaker phone sys- 
tem, this outfit is designed for use in 
offices, hospitals, stores and homes, Con- 
sists of one master station and from one 
to four remote speaker-phone stations. 
Latter may be located at any points 
within 2,000 feet of master unit, or at 
greater distances with special arrange- 
ments. Individual at master station can 
talk with one station or all at once, as 
desired. System operates on either a.c. 
or d.c., 115-125 volts; 25, 50 or 60 cycles. 
General Electric Co., Bridgeport, Conn. 
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Extension for Pull-Type Switches 


This extension arm to be used with 
Levolier Switches has been designed for 
use with new style fixtures having wide 
basins, as it carries the pull cord out 
away from the fixture. It eliminates rub- 
bing and wear on the cord and prevents 
the fixture from swaying back and forth 
when the switch is operated. McGill 
Mfg. Co., P. O. Box 903, Valparaiso, 
Ind. 





Automatic Wire Stripper 


Available in four sizes the “E-Z” auto- 
matic wire stripper is designed for strip- 
ping both solid and stranded wire. No. 0 
is for 20 to 30 gauge; No. 1 for 12 to 
18 gauge; No. 2 for 10 to 16 gauge and 
No. 3 for 8 to 14 gauge. The tool is 
as simple to operate as a pair of pliers. 
Pyramid Products Co., Chicago. 
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industrial plant executives 


with the aid of these books 


“DOOR OPENERS” 


These two books are designed to “open doors” for you in contact- 
ing the industrial plants in your vicinity. The “Industrial Wiring 
Survey’’ tells how to initiate a scientific check-up of electric circuits. 
It makes such a survey easy and productive of valuable results. The 
Industrial Guide for the Selection of Wire & Cable’’ tells the plant owner 
what to do to correct the bad situations which a survey reveals. To- 
gether, these books give you valuable sales aid. Write for your copies. 
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to this “get acquainted” message. It appears 
in Time, November 1st; Business Week, 
November 6th, and fifteen other publications 
covering the various fields of industry. 


Kause of the important part the POWER 
ESMAN plays in presenting the need of 
Mernizing wiring to the industrial plant, 
devote our November advertising space 
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Outdoor Floodlight 


Designed for general floodlighting pur- 
poses, this No. 300 floodlight is of 
weatherproof construction and can be 
used in lighting up an area of approxi- 


mately 50 feet in diameter. It is tur- 
nished with an adjustable mounting 
bracket that can be inserted in the 


ground or mounted with wood screws. 
It is finished in green enamel and 
equipped with a locking ring to securely 
hold the lens. It comes complete with 
six-inch lens and rubber gasket. List 
price complete $3.00. Electric Distribut- 
ing Co., 126 N. Union Ave., Chicago. 


Hot Server 


The illustrated hot server has a single, 
two-compartment pyrex dish with a ca- 
pacity of two quarts. It has a heating 
element which, through the medium of 
water in the base, keeps food hot for 
several hours. Server is 92 inches in 





diameter and is finished in chromium plate 
with white plastic handles and _ feet. 
Operates on 110-120 volts, ac. or d.c. 
and has a current consumption of 125 
watts. Chase Brass & Copper Co., 10 
E. 40th St., New York. 





Lathe-Grinder 


Larger and heavier work can be done, 
externally or internally, with accuracies of 
1-10,000th of an inch with this grinder. 
Motor is 1 horsepower capacitor and bal- 
anced to eliminate vibration and chatter 
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marks in grinding. -Power from motor is 
transmitted to quill by two No. 1 section 
V-belts; proper belt tension is secured by 
simply sliding the motor on base and 
tightening four cap screws. Six sheaves 


are furnished so spindle speeds of 2,800 to 
8,200 r.p.m. are available for delivering 
correct wheel speeds for wheels 8 in. to 
3 in. in diameter. 
Racine, Wis. 


The Dumore Co., 





Line Noise Analyzer 


Housed in a sturdy metal case with 
crackled enamel finish, this readily port- 
able device comprises various forms of 
filters thrown into circuit by a selector 
switch, together with attachment plugs, 
cords and connectors. Noise analyzer 
connects between noise-producing appli- 
ance and line, or between set and line. 
Aerovex Corp., 70 Washington St., 
Brooklyn, N. Y. 





Vacuum Cleaner 


One of the outstanding features of this 
cleaner is the moleskin bag. Moleskin is 
used because of its thick nap, which, 
woven tightly into cloth, prevents dust 
leakage and germ dissipation through the 
room. The DeLuxe cleaner features the 
Servi-Sentinel, an indicator which tells 
operator that bag needs emptying or the 
nozzle is out of adjustment. Westing- 
house Elec. & Mfg. Co. 


Kitchen Wall Clock 


This new kitchen wall clock is available 
in five separate colors—ivory, green, white, 
black and red. Made of easy-to-clean 
molded plastic. Has self-starting, sealed- 
in-oil motor. Five-inch metal dial has 











clear black numerals on a light cream 
background. White models have white dial. 
Height 68 in., depth 2? in. Retails at 
$3.50. Warner Telechron Co., Ashland, 
Mass. 





Food Mixer 


The beater blades of this food mixer 
are designed to mix thoroughly all the 
batter in the bowl—even to remove that 
adhered to the sides. Blades are flexible 
and will spring back into shape after be- 
ing forced around any hard substance. 
Motor is enclosed and protected in the 
streamline metal base. Power for beater 
is supplied from the bottom, eliminating 
the possibility of grease or oil dripping 
= food. The P. A. Geier Co., Cleveland, 

io. 














T 
Molded Cluster 


Made with pull chain switch for indi- 
vidual or multiple control of bulb, this 
“Snapit” molded cluster is designed along 
modernistic lines. Two finishes, brown 
bakelite or white beetle. Safer than old- 
type metal clusters. Can be furnished with 
or without cord. Manufacturer recom- 
mends device for wiring new lamps or 
replacement. Marks Products Co., Inc., 
89-90 North 9th St., Brooklyn, N. Y. 
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HEADQUARTERS 
a 


POLE LINE HARDWARE 


Pioneering in the manufacture of the 
first telephone and telegraph hard- 
ware, Oliver has served the growing 
needs of the Public Utilities since 
1894. The high standards of quality 
and the exacting workmanship con- 
stantly maintained has established 
Oliver as the headquarters of the 
industry for the best in Pole Line 
Materials. 


OLIVER IRON AND 
STEEL CORPORATION 


PITTSBURGH, PA. 







MAKES CHANGE. Frank H. Swayze, 
who not long ago completed his 35th 
year of consecutive service with Gray- 
bar, has resigned to become vice-presi- 
dent and director of domestic sales for 
the Whitney Blake Co. At the time of 
his resignation from Graybar, Frank was 
supply sales manager. In his new posi- 
tion, he will keep in close touch with 








his former associates, for Graybar is 
sole distributor in The States for Whit- 
ney Blake. 








OLIVER a MATERIALS 
APPROVED AND a SINCE 1894 


Wiring Plan Committee Meets 


The first meeting on September 21st 
of the Plan Committee, recently ap- 
pointed by the Executive Committee of 
the National Adequate Wiring Bureau, 
marked the beginning of the final period 
of preparation of the National Adequate 
Wiring Program. 

The general outline of the program 
has recently been revised by the Execu- 
tive Committee of the Bureau and the 
Plan Committee will be charged with 
the creation and supervision of the 
several necessary sales and promotional 
materials. Members of the Committee 
are: L. W. Davis, general manager, 
National Electrical Contractors Associa- 
tion; Ralph Neumuller, executive vice- 
president, Electrical & Gas Association 
of New York; J. F. O’Brien, manager, 
Advertising & Sales Promotion Depart- 
ment, Westinghouse Electric & Manu- 
facturing Co.; Carl Snyder, manager, 
Home Bureau, General Electric Com- 
pany; C. A. Eastman, Ebasco Services, 
Inc.; Herbert Metz, sales promotion 
manager, Graybar Electric Company. 





















THE MODEL TD CANOPY 

U ae ’ for High Intensity Glareless Lighting 
over Large Local Working Areas . . 

LO C A L | Z E 1) Speed and accuracy of ener assembly and in- Ideal Enlarges Plant 


spection operations can be greatly improved by the efficiency Recently the Ideal Commutator 


of this engineered lighting unit. Scientifically designed to 
L I G H Tl a G provide a maximum of controlled illumination with a min- _ Co., i gar the i ee 
imum of brightness and glare, Fostoria Canopy Units are PB cg tity SS eye tage weer area 
x E Fr NH) available in a variety of models for specific applications. plant by 8000 square feet. The latest 


Write for full information. enlargement has been fully equipped 


THE FOSTORIA PRESSED _ DESCRIPTIVE BROCHURE with modern tools and equipment, 
E A valuable hand. enabling greater production and offers 
STEEL CORP., FOSTORIA, ©. book of localized lighting. the engineering department the oppor- 





tunity for expanding its many services. 
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Over l/, MILLION ADVERTISING 
IMPRESSIONS EVERY DAY 





ae ~ NOVEMBER Ps 1937 


jet 








THEY STAY BRIGHTER LONGER 







...to help G-E lamp agents sell 
more MAZDA lamps in November 


HE circles on the calendar indicate the publi- 

cation dates of magazines carrying ads of 
MAZDA lamps made by G-E. During November 
alone, consumer and business magazines average 
more than 1% million advertising impressions 
every day! 
These ads direct customers to your dealers’ stores 
to buy ... and make it that much easier for them to 
sell lamps bearing the G-E monogram. Advertis- 
ing of this kind .. . that increases store traffic . . . is 
Point One in G-E’s Three-Point Selling Program. 


Point Two is the attention compelling window dis- 
play for the month, that identifies your dealers’ 
stores with this G-E lamp advertising. 

Point Three consists of tested merchandising ideas 
and material to help G-E lamp agents increase the 
unit of sale and turn lookers into buyers. 


Be sure that your dealers take full advantage of 
G-E’s tremendous November advertising by put- 
ting lamp displays in their windows and on thei 
counters ... and by asking customers to stock up 
with the new, brighter MAZDA lamps made by 
General Electric. General Electric Co., Department 
166-EW, Nela Park, Cleveland, Ohio. 














General Electric’s new Pre- 
tested Display Services—both 
DeLuxe and Master—for 1938 
will be announced early this 
month. Next year’s services will 
tie-in more closely than ever 
with G-E magazine advertis- 


ing. 


EDISON MAZDA LAMPS 





‘GENERAL €3 ELECTRIC 
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Be prepared to satisfactorily meet requests for this of 180 om, without moving the 
type. They will do the job for you—they are bracket. It fully encloses the 
dependable units for profitable sales results. wire. Write for details. 


QUADRANGLE 


32 S$. PEORIA ST. 


for lighting large areas .. . 


SERIES, open type 


BIG SIZE 
BIG SUCCESS 
BIG PROFITS 


@The ALZAK projector delivers a 
longer, broader m — without 
streaks or striations and the 
aluminum wire-enclosing bracket 
puts the light just where you 
want it—with only one bolt to 
tiahten. 

Designed for 750, 1000, and 1500 
watt lamps. Reflector size 19'/2” 
by 2642”. 

The Bracket has a 40 deg. vertical 
adjustment, 20 deg. up and 20 
deg. down, and in addition, for 
the first time, a horizontal swing 


MFG. CO. 


CHICAGO, ILL. 

















_ 











Bias Tapes with 
PLENTY OF STRETCH! 


HEY fit snugly into all corners and 

crevices. Their exceptional flexibility 
and tensile strength are due to an Acme-de- 
veloped process of applying pure vegetable 
oil varnishes of Acme formula to highest 
grade cotton fabrics. Offered in bias or 
straight tapes, and in rolls up to 36” wide 
—yellow or black. Samples if requested. 


The Acme Wire Co., New Haven, Conn. 


Acme Wire Products 


VARNISHED INSULATIONS — MAGNET WIRE 
COILS — CAPACITORS 








SIMPLE, ISN’T IT? 
ILSCO 








SOLDERLESS CONNECTOR 


NOTICE: The triangular wedge formed by 

the tang and V-bottom collar 

which forces the wire into a soli 

mesh— 

NO set-screw contact... 

NO flattening or separating of 
wires... 

NO limitation to one size wire . . 

NO shearing effect whatsoever . . 

NO special tools required to 
make connection . 


NO need for you to search any longer for the PERFECT 
Solderless Connector—WE HAVE IT! 








Ilsco solder lugs show the size of the largest 
wire they will take. 





FREE—A large display board, 
containing mounted samples of 
ILSCO lugs. Sent upon request. 











ILSCO COPPER TUBE & PRODUCTS, INC. 
5629 Madison Road, Cincinnati, Ohio 
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General Electric Launches 
Laundry Equipment Drive 


General Electric’s Appliance and 
Merchandise Department has launched 
its “All-American” drive on home laun- 
dry equipment. Beginning September 
13, the campaign lasts until November 
20, and offers distributors’ salesmen a 
large assortment of prizes. At the ‘com- 
pletion of the period, the choice awards 
will go to the “All-American” team of 
the 11 leading salesmen nationally. 

All these “athletes” are going to have 
some fine interference in the form of a 
hardhitting newspaper campaign and 
other promotional material. 


Treslar Promoted by 
Black & Decker 


Glen H. Treslar has been appointed 
assistant sales manager of The Black 
& Decker Mfg. Co. Treslar has been 
connected with the organization for the 
past 15 years in the capacities of terri- 
tory salesman, territory branch manager 
and more recently as supervisor of the 
Cleveland and Detroit areas. He will 
headquarters at the main office in Tow- 
son, Md. 


George Worthington Adds 
To Warehouse 


The George Worthington Co., Cleve- 
land, is constructing a $250,000 addi- 
tion to its present plant which will in- 
crease the warehousing space by 400,- 
000 square feet. 

Construction is of steel and concrete 
and the equipment includes two eleva- 
tors and a complete sprinkler system. 








CHECKING UP. Although his boss 
was up in Boston that day watching 
the Red Sox take a close trimming 
from the Yankees and the ther- 
mometer was crowding the top, John 
Coggeshall of the Munro Electric Sup- 
ply Co., Fall River, Mass., was carrying 
out his job as record clerk. John has 
been with the firm for the past three 
years. ; 
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Personals “ROME—CABLE”™ 
Louis R. Conrath, formerly in the la- UJ [ y \ ¢ W “é “ 
boratory development department of the 


B-L Elec. Mfg. Co. has rejoined the 
company as sales engineer. 


@ Starting with the wire bar, 


M. F. Sterret, former assistant dis- every step in the processes 
trict manager, is now manager of supply of rolling, drawing, anneal- 
sales at Westinghouse Supply’s Dallas ing, tinning, and insulating 
house. these products is under rigid 


inspection. 


When you want to be sure, 
keep in mind 


K. G. Huff, appliance specialist 
covering New Jersey, comes to Rutkin 
Electric Supply Co., Asbury Park, from 
General Electric Supply at Newark. ROME CABLE QUALITY 


Code, Intermediate Slick finish for 
30% and Super- Quick and Easy 


Victor Mucher has been named vice- aging Pulling 

chairman of the Eastern Credit Com- g Long Aging Rubber 
mittee of the Radio Manufacturers As- aot ho Uniformly Small 
sociation. “Vic” is business manager a ee. —— : 
of the Clarostat Mfg. Co. N-E.C.S. Seen 


a and Moisture Eight Clear Dis- 
esistant tinct Col 
S. I. Lasner, formerly sales manager = 


for the National Association of Credit 
Men in the Pittsburgh area, has joined 

Pool : : : > a 
the Anchor Light Appliance Co., Pitts PRODUCTS — Hot rolled rods, bare and tinned copper wire, bare and tinned 


burgh. Lasner will handle _ Promotion strand, U.R.C. weatherproof wire, cotton, paper and asbestos magnet wire, 
work, covering all the appliances dis- rubber insulated wires and cords, lead covered cables. 


hada aa ROME CABLE CORPORATION oe 


: - i SALES OFFICES—N York, Chi , Philadelphia, Pittsburgh, Rich d, Cleveiand 
J. V. Letmate is on the sales staff of eerie Peering! Be may i Angeles. - 


the Baltimore (Md.) Gas Light Co. ‘ 
He contacts local industrials. 














John Hill and John Brooks are new- 


comers to the Lindley Electric Supply 
Co., Philadelphia. Hill is in the ware- | 


house and Brooks sells fixtures. 


Earl Bates has joined the sales staff | 
of the Providence (R. I.) Electric Co., | 


covering the industrial accounts. Rich- | 
ard Sprague is manager of the newly | 


EN ag OS ne Yet—Paine is the ONLY TOGGLE 
that works in Gypsum or Machalite 





in that department. 





Paine Toggle Bolts work instantly in 
any hollow place .. . in any position. 
ot oneal You'll find them named in specifi- 
PARTITIONS cations of leading architects and 
builders throughout the world. 











They merit this preference. Paine 
pioneered the spring wing toggle The Spring Does It 
bolt and has led the field ever since. 





Holding the toggle head in 
open position —and lying flat 
along the underside of the 


Send for the complete Paine Cata- 
log—it is completely descriptive of 








i toggle—is a coil spring. The 
Paine toggles and many other an- wings of the toggle ore easily 
IN LATH AND choring devices preferred by the oe eS ae 7 is 
PLASTER WALLS Mill Supply, Electrical, Hardware through the hole, the spring in- 
. siete ' stantly causes the wings to fly 

Plumbing, and Building fields. open—ready for tightening. 














THE PAINE co. 


2951 Carroll Avenue, Chicago 


Eastern office: 79 Barclay, NEW YORK CITY 


ROCK WALLS SEND FOR COMPLETE PAINE CATALOG 


AT HIS DESK its Charles Jacobs, 
president of the Yale Electrical Supply 
Co., Boston. .Leaning against his desk is 
Samuel Sheinkopf, who is treasurer and 
purchasing agent of that company. 
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SHERMAN] 7tade 





















SET SCREW Air Conditioning—Bulletins AB-37 

and C-37 describing two new units for air 

CONNECTORS conditioning the home. Air Condition- 

@ 14 sizes for stranded or ing Div., Auburn Automobile Co., Con- 
agg ag a Ey nersville, Ind. 


reordering. Solid brass. Can 
be used over and over again. 
All dimensions and propor- 




















tions held to accurate size. Cables—A 14-page booklet has just 
Gn” ta te and” sommes. been released by the General Cable 








Corporation of 420 Lexington Avenue, 


H. B. SHERMAN MFG. CO. New York City, dealing with Trench- 


BATTLE CREEK, MICH. lay and Ruralay Concentric Type 
Cables for direct earth installation on 
single phase systems. 









































Chronologs—A new booklet describ- a ‘owl: Daten nein “on 
| ing three new models of Chronologs, ganization experienced in 
claimed by the manufacturer, to be pape Bes meee nan on 

the only production control instruments and ind trials | t : 

that keep a running record of time and phn omy fae oc ortiaage - 

a count of pieces on the job. The Both warehouse and 

National Acme Company, 104 East 131 tochalen! sarsine ns well 

Street, Cleveland, Ohio. ice is offered by this group. 


If you are dissatisfied 
with present representa- 
tion or contemplate a 








Clarostat Service Manual—This handy change, get in touch with 
pocket-sized manual will prove indis- us. his organization 
S ° needs no financing and its 
pensable to the serviceman. It pro- four salesmen can get 
) vides the most extensive listings of business for you. 





exact-duplicate and standard types of 
sets, as well as circuit diagrams, servic- . 

ing hints, ballast data, attenuator data, Bex Ne. = Farge phe, 
and other valuable information. Claro- New York, N. Y. 

stat Mfg. Co., Inc., 285-7 N. Sixth St., 
Brooklyn, N. Y. 





























Connector—Bulletin 4087 describing 
the new Scrulug, a terminal connector. 
Burndy Engineering Co., New York, 
N. Y. 


Disconnecting Switches—GEA-1327B 


Use the 
covers a line of Type LG-118 indoor dis- 


connecting switches. G 1 Electri 
MEUTONET! IC. Schenecady, AY. OO BUYERS 
SYSTEMS FOR 


RAR ert oot Grinder—An_ insert describing and REFERENCE 


te Sivies dhe the nant Blase outlining uses for the new lathe-grinder 
Call is smashing sales records. The} | NO. 12. The Dumore Co., Racine, Wis. 
only 2-way. selective intercommuni- Ni U MB E R 
cator in which station calling and i : 
station selection are combined in Lighting—A 16-page handbook on lo- 
one operation. NO SELECTOR] |calized lighting for every industrial 
SWITCH IS NECESSARY. Other} |need. Fostoria Pressed Steel Corp., OF 
outstanding features: Tone monitor Fostoria, Ohio. 
control; powerful P.M. speaker—will 


carry normal talking voice and re- ELECTRICAL CONTRACTING 








ater see Sea nati Lighting—A 112-page booklet describ- 
| cncnghe net: saneges rae oe ing lighting equipment for the store, a 
connect cables, plug in. theatre and special applications. Cen- to find out 


t Lighting, Inc., N York, -N. Y: 
nour ebeeyt en0n sh eee 


Use coupon below! Get started on our WHAT TO BUY 








special money-making proposition — Lighting—A complete catalog and 
NOW! Mail today! engineering manual on Mercury Vapor 
al UNITED SCIENTIFIC LABS. but Lighting Equipment (No. 8.) just is- 
go NE |sued by Goodrich Electric Co., 2900 and 


| g5!0 SIXTH AVENUE, NEW YORK CITY» N. Oakley Avenue, Chicago, Iil. 


¢ NAME 


eee WHO MAKES IT 
» ® Luminaries—Bulletin GEA-2612 de- 
B Aopress : scribing and citing uses for mercury- 

‘ 

Q 


' incandescent luminaries for street light- 


& : : 
city STATE ing. General Electric Co. 
ee Se ee ee 2 od 
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Metal Specialties—A 30-page, thumb 
indexed, illustrated catalog of toggle 
bolts, builders’ anchoring devices, and 
metal specialties—The Paine Co., Chi- 
cago, Ill. 


Meters—A loose-leaf catalog cover- 
ing a complete line of watthour meters, 
accessories and supplies. General Elec- 
tric Co., Schenectady, N. Y. 


NEMA Bulletins—Two new publica- 
tions have been issued by the National 
Electrical Manufacturers Association, 
155 E. 44th Street, New York City— 
Industrial Control Standards, Pub. No. 
37-44 and Instructions for Care and 
Operation of Transformers, Pub. No. 
37-46. The first of these pamphlets 
covers industrial control equipment 
brought up to date. Of particular in- 
terest is the new section dealing with 
the types of resistors to be used on dif- 
ferent applications, such as coal mining 
machinery, etc. There is also complete 
information on auto transformers and 
reactors. The second pamphlet deals 
with instructions for care and opera- 
tion of transformers, both distribution 
and power. 


Power Factor Capacitors—A new 
power factor catalog (No. 143). The 
first of a series describing a new line 
of capacitors for power factor correc- 
tion on electric distribution systems. 
Cornell-Dubilier Electric Corp., South 
Plainfield, N. J. 


Protector Plug—Four-page envelope 
stuffer describing a protection type plug 
for use with appliances and tools. Sen- 
try Electric Co., Louisville, Ky. 


Radio—Under the title of “Clear Re- 
ception”, an attractive and mighty in- 
teresting folder is offered by Aerovox 
Corporation of 70 Washington St., 
Brooklyn, N. Y., dealing with the sev- 
eral ways in which noises reach a re- 
ceiver, and how they may be stopped 
either at the set itself or preferably at 
the noise source. 


Rural Line Construction—This 73- 
page Oliver Ruraline Manual shows 
types of construction and _ material 
available for rural line construction. 
Drawings have been included in the 
manual as a guide for general con- 
struction practice—Oliver Iron and 
Steel Corporation, S. 10th & Muriel 
Sts., Pittsburgh, Pa. 


Sound—A 36-page catalog listing 
more than 100 commercial sound prod- 
ucts, many of them the newest develop- 
ments in the field. Commercial Sound 
Section of the RCA Manufacturing 
Company, Camden, N. J. 


Switches—A 12-page bulletin de- 
scribing the complete line of GE Kon- 
nec-tor Mercury Switches. The Gen- 
eral Electric Vapor Lamp Co., Ho- 
boken, N. J. 








THIS UNUSUAL USES A 100 


VALU WATT LAMP 


MEETS MANY NEEDS 


IT’S THE NEW 


OMNILITE, Jr. 


NO. 300 ALL-PURPOSE 


FLOODLIGHT '—————— 


@ Wholesalers like this floodlight and for good reasons—it is doing 
good business for them—it is a fast mover, and it is a money maker. 
This floodlight may also be had in type 200, 60 watt, list $2.00. 


Another OMNILITE, jr. No. 270. A good looking and substantial 
200-watt indoor floodlight. List complete with color screens, $2.70. 








ANOTHER PROFITABLE OMNILITE— 
NO. 175 PHOTO FLOOD 


Here's the answer when you get calls for a low priced, 
highly effective reflector for even diffusion of light. 10-inch 
spun aluminum ribbed type reflector with a 660 watt push 
button socket. Equipped with a fully adjustable spring 
clamp permitting easy hand mounting on any thickness up 
to 3 inches. All parts are nickle plated. Packed in bulk 
36 per carton, 27!/2 Ibs. 


Our OMNILITE standard line consisting of substantially 
constructed indoor and outdoor floodlights from 200 to 
1000 watts is unusually low priced. Write for Bulletin No. |. 


ELECTRIC DISTRIBUTING CO. 
126 N. UNION AVE. 


LIST $1.75 CHICAGO, ILL. 
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No. 330 "LATROBE" 
TOM THUMB UTILITY OUTLET 


For use in wood installations, and 
other locations free from moisture 
or mechanical injury. 


Sell and install 
LATROBE —the com- 
plete line for res- 
idential, commercial 


late Mlalel tiaiel me acla & te. 199 “LATROBE” 


C ADJUSTABLE 
No. 285 DOUBLE fob fei (ole mmol amma-e leit) ous con 
a No. 130 Box with No. 


207 Bell Nozzle. Cut- 
The most attractive, away view illustrates 


compact and easy-to- Ff; ‘ VY how tapered unit re- 
install fitting on the ll 7 . ceptacle fits and 
market. Shown in illus- i, po Rays 
“ ‘ mi- 
_— a No. 200 LA ‘LE nates many small parts. 
“ TROBE -pE Cover plate 3,”— 

overall height 3/4”. 
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230 volts. Unusual 
Lamps made to 
specifications. 


Makers of good lamp 
bulbs for 15 years. 
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LEGAL NOTICE 


STATEMENT OF THE OWNERSHIP, MANAGEMENT, 
CIRCULATION, ETC., REQUIRED BY THE 
ACTS OF CONGRESS OF AUGUST 24, 

1912, AND MARCH 3, 1933 
of Reet Wholesaling, published monthly at 

Albany, , , 1937. 





A for October 1 
State of New York ? 
mee A hg a AE geet ~ County of New York s** 
am lec. ©O., Prank.......++..- Before me, a Notary Public in and for the State and 
Anaconda Wire & Cable Co....74, 75 county aforesaid, “personally appeared D. McGraw, 
Appleton Electric Co.............. 5 who, haying been duly sworn according to ee deposes 
Arrow-Hart & Hegeman Electric and says that he is the Secretary of the McGraw-Hill 
bee hon baw twee be os 4hes oo eee Publish Company, Ine., of | Electrical 
° . Wholesaling, and that the following is, to the best 0 
his knowledge and belief, % true statement of the 
B ownership, management (and if a daily paper, the cir- 
° culation), etc., of the aforesaid publication for the date 
Birdseye Elec. Co... ....cccccssees 60 shown in the above caption, youuized by the Act of 
Bond Bloc. Cord... .csceccvccesses 33 August 24, 1912, as amended by the Act of March 3, 
Tubul | bulb Bryant Elec. Es GY Sea ee 3 1933, embodied in section 537 Postal Laws and Regula- 
ular lamp bulbs Bull Dog Electric Products Co.... 23 tions, printed on the reverse of this form, to wit: 
TIO Tol 17 T8 Burnley Battery & Mfg. Co....... 86 pP %. whet ine Fs ngy> Raggy Be ae ~ of the publisher, 
: ' 2: ’ ' Bussmann sista Capa a Publisher, Ae ae Comeens, Tne. 380 
ee ry ‘es! Stree a Director, ar’ 
a!$o miniature and _ |] | whitehorne, 330 West 42nd Street. N. ¥. C. Managing 
Cc Editor, John H. Frederick, 330 West ‘4gna Street, N. Y. 
auto bulbs from 3 to h c Th 61 ‘4 es ee Manager, Glenn Sutton, 330 West 42nd 
Soins ctenwn ree 5 c. 

Chase-8 ag | ad 2. That the owner is: (If owned &, a corporation, its 


name and address must be stated and also immediately 
thereunder the names and addresses of stockholders own- 
ing or holding one per cent or more of total amount of 


stock, If not owned by a corporation, the names and 


cern, A 

individual member, must be given.) 
lishing Company, Inc., 330 West 42nd St., N. Y. C. 
Stockholders of which are: James H. McGraw, 330 West 
42nd St., N. Y¥. C. James H. McGraw, Jr.. 330 
West 42nd St., N. Y. C. James H. McGraw. James H. 
soem, | Jr.. and Curtis W. McGraw, 330 West 42nd St., 

















Trus ‘ i 
F McGraw, Jr.. Donald C, McGraw, Curtis W. McGraw. 
3 Curtis W. McGraw. 330 West 42nd St.. N. Y. C. Donald 
Manufacturers Wholesalers Fostoria Pressed Steel Co......... 78 C. McGraw, 330 West 42nd St.. N. Y. C. Anne Hugus 
, ' Fullman Mfg. Co...........-sccees 87 Britton, 330 West 42nd St., N. Y. C. Mildred W. 
S ° | bb ° ° McGraw, Madison, N. J. Grace W. Mehren, 33 West 
pecialty Jobbers, write for in- G Grand Ave., Chicago, Til. J. Malcolm Muir and Guar- 
sais A BSE afin arate, Ye, Sen 
+ uir, venue, N. ‘ ‘eatherby 
eresting quotations. Gencent auto on Pati aa ela bo) 271 Clinton Road, Brookline, Mass. Elsa M. Wilsey, 


Madina. N. J. 

That the known bondholders, mortgagees, and other 
vom holders owning or holding 1 per cent or more of 
total amount of bonds, mortgages, or other securities 








General Electric Vapor Lamp Co. 
59, 62 are: (If there are none, so state.) None. 
‘ . " 4. That the two paragraphs next above, giving the 
ACR names of the owners, stockholders, and security holders, 
82 SO. 18th STREET H if any, contain not only the list of stockholders and 
. security holders as they appear upon the books of the 
NEWARK NEW JERSEY Hazard Ins. Wire Wks............ 49 a also, in cases Peg ang —— or 
: security holder appears upon the of the company 
Hygrade Sylvania Corp............ 64 as trustee or in any other fiduciary relation. the name of 
the person or corporation for whom such trustee is act- 
I ing, is given; also that the said two paragraphs contain 
statements embracing affiant’s full knowledge and belief 
Ilsco Copper Tube & Products, Inc. 80 as to the circumstances and conditions under which 
stockholders and security holders who do not appear 
J upon the books of the company as trustees, hold stock 
and securities in a capacity other than that of a bona 
‘ fide owner: and this affiant has no reason to believe 
Jefferson Electric Co, that any other person, association. or corporation has 
Inside Front Cover any interest direct or indirect in the said stock, bonds 
«, other securities than as to stated by him. 
K That the average number of copies of each issue of 
this ae sold sf Soin. ——— — — 
° ° or othe se, Oo pa subscri ng e weive 
Klein & Sons, Mathias............ 66 months preceding the date shown above is. (This in- 
formation is required from daily publications only.) 
N D. C. McGRAW, Secretary. 
Noma Wiech. 656 6 fess es se 35 McGRAW-HILL PUBLISHING COMPANY, INC. 
Sworn to and subscribed before me this 27th day of 
re) September, 1937. 
[sBAL] H. E. BEIRNE, 
Notary Public, Nassau County. Clk’s No. 74. N. Y. 
Oliver Iron & Steel Corp.......... 78 Cli’s No. 192, Reg. No. 8-B-115. s NO. 
Pp (My commission expires March 30. 1938) 
Pane Ca. Sie iiss ean at acee 85 
Penn Union Elec. MR. os we cay tices 66 eed 
Plymouth Rubber Comnanix: Inc. 
: : Inside Back Cover 
Premier Div., Elec. Vacuum 
Cleaner G6y: issscnvsnis chavotecs 36 L E C T R | C A L 
Q 
Quadrangle Mfg. Co............... 80 
k MANUFACTURERS 
Reliance Automatic Lighting Co... 68 
D as ee R ai E L L Bey ry RLM Standard Inst............... 55 ; ° 
WUOUNE SINE 004 os a. sca boa icavec 85 D r Oo l t 
ee - BUZZERS s 
SKELETON BELLS Sherman Mfg. Co. H. B.......... 86 ° 
sianel Elec. Mfg. stink ecuae sah 88 1938 
WEATHER-PROOF VIBRATING BELLS oh mamta hm in 
TRANSFORMERS T 
Widely known for quality and low prices—a com- Triangle Conduit & Cable Co.. 21 ' 
plete line. If you do not have prices and discounts co BR CR ee 71 y using the new 
on Signal Bells, Buzzers, and Transformers, write Trumbull Elec. Mfg. Co.......... 43 
SIGNAL ELECTRIC MFG. CO. U 
Menominee, Michigan United Scientific Labs........... . 86 S A L E S I O O L 
Upied States Rubber Products, 
a W -" » i AL ie APE De ee ceee’d Sveeeeere Pm % 3, 
ie OE wLiz eas, w (see pages 81-84 inclusive) 
_ Westinghouse Elec. Mfg. Co...... 65 
Wiremold Co., The............. 44, 45 sen Sareaincenmomacaeaai SEAR REO. 
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